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FRIENDLY FIVE FOOTNOTES 


GOOD NEWS FOR 1933 


Friendly Five Sport Shoes are now made up 













Additional 
evidence that 
Friendly Five 
dealers are do- 
ing the busi- 


For its sport shoe line, Jarman 
has become the world’s largest 
user of tanned white buckskin! 
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TO BE MAILED YOU NEXT WEEK! tt 
A large size, illustrated descriptive folder telling just what and how Friendly Fives are going fc 
to do to help you boost your spring and sport shoe sales over the top. All the material de- 
scribed has been prepared for local use in your own trading area — new material — new he 
selling slants, with a simple, easy, detailed plan telling you how to use in order that you may ue 
get ready to tie-in with and receive the benefits of a new - 
and entirely different 1933 national advertising pro- 
gram to be announced on this page one month hence! bu 
Read every word of the folder—follow through every suggestion—it means profit and more business for you, 4 | 
vit 








JARMAN SHOE COMPANY —- NASHVILLE, TENNESSEE 


When writing advertisers please mention Boot and Shoe Recorder 
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The VOICE of the TRADE 


The word that rhymes with thirty- 
three 

Is the word PROSPERITY 

And when it rhymes, it means 
good times, 


You wait and see! 
* * * 


Harry Grossman 
of the Cincinnati Shoe Company, 
Cincinnati, Ohio, has found a field 
in “Forgotten Feet.” He says: 


$ FoR STOUTS 


) 


“Let us introduce them to you: 
Feet that mean profit for you, 
once you remember them. The 
feet of the—let’s say ‘well devel- 
oped’ or buxom women, the 
mothers who have reached the 
stage when they talk unblushingly 
of reducing. Watch the women 
go by your store. Count the sylph- 
like forms, the Garbos, the Jean 
Harlows. Then count the gener- 
ous packages, the ones who have 
learned, with bitterness, through 
the years, that food stays twenty 
minutes in the stomach and twenty 
years on the hips! You'll get 
three of the !atter and one of the 
former types! 

“In other words, the welter and 
heavy classes, feminine-wise, not 
only far outweigh the lightweights, 
but outnumber them. 

“Let that fact sink. 

“Then consider that the shoe 
business has made shoes for the 
sylphs, the wraiths, the clinging 
vines and the petites. Manufac- 
turers studiously have neglected 
the stouts and the plumps. And 


the shoe business has been offer- 
ing these ladies—just as fair as 
the others, Lord love ’em!—one 
of two courses: buy stylish shoes 
too small, get the appearance and 
the style, and suffer; or be com- 
fortable in shapeless gunboats, 
without style, snap, or any of those 
other things that make life worth 
living when you begin to gather, 
not rosebuds, but waistline. 

“We take up the cause of the 
Forgotten Feet. We have under- 
taken a knightly espousal—if we 
may be forgiven for waxing im- 
modest—of those feet which carry 
loads that once were lighter; of 
feet that have unwillingly stuffed 
themselves into several widths too 
few or else have stepped reluc- 
tantly into the world in footwear 
that has looked as though the cat 


lugged it in and was sorry.” 
* * * 


? 


F rom “Jimmy’ 
Hitchings’ library of shoe travel- 
ers’ tales is taken a story that may 
fit these price-slashing times. Many 
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of the old timers, by the way, recol- 
lect that gallant old knight of the 
road — “Jimmy” Hitchings, who 
used to sell Luther Johnson’s 
Lynn-made shoes. 

Said Jimmy to a rising young 
competitor one day: “My friend, 
you seem to be doing well for a 
man who started on a shoe string.” 
And the rising young competitor 
replied: “I surely am.” Next said 
Jimmy—“How did you learn to 


make shoes?” And the reply was: 
“IT hired a superintendent to make 
shoes for me.” And then Jimmy 
asked: “Where did you learn to 
figure the prices of your shoes? 
They seem to be quite low.” And 
the answer came back: “I didn’t 
have to learn to figure prices. All 
that I know is that I must sell my 
shoes cheaper than my competi- 
tors.” 


R. D. Chastain 
of the Imperial Shoe Store, Beau- 
mont, Texas, gives a cue that every 
store can use. You will find it in 
this story: 

“Recently, an ebony flapper en- 
tered the Imperial shoe store on 
the pretext of purchasing some 
hose. She had been there before 
on the same questionable mission. 
Asking for an offbrand number 
which obliged the salesgirl to 
leave the counter, the customer 
snatched up a loose pair and stuck 
them in her pocket. Now it hap- 
pens that the Imperial is equipped 
with a balcony from which the en- 
tire store may be observed. And a 
code had been arranged to detect 
just such goings-on, the balcony 
clerk calling down, ‘Fred, have you 
sent those shoes to 1887 Broad- 
way?’ This was the cue for the 
downstairs force to go Sherlock 
and apprehend whoever needed ap- 
prehending. But the balcony girl 
became excited and blurted out: 
‘There she is, Mr. Henderson— 
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Catch her! She put some stock- 
ings in her pocket.’ Naturally, the 
negress threw the stockings back 
before anybody could get to her 
and when the policeman came in he 
said he doubted that any charge 
was possible, which in truth may 
have been the case.” 

sie » 


W. T. Engle 


of John R. Evans & Company, St. 
Louis, Mo., says: 

“If this nation is to remain on 
the Gold Standard, it looks as if 
there will have to be a very definite 
campaign taken up by every 
branch of industry in this country, 
because the difference in money 
values has become so great that 
any tariff wall we might erect is 
apparently useless. This differen- 
tial, coupled with the low cost of 
living apparently available in all 
foreign countries, has forced many 
American firms into bankruptcy. 
It has not affected the shoe and 
leather industry so much as other 
manufactures, but it has been felt 
in our business and every foot of 
leather and every pair of shoes 
which can be added to the present 
quantities of shoes and leather 
bought from American manufac- 
turers will mean just that many 


* * * 


With the 
elevation of Perley G. Flint from 
the secretaryship of the Brockton 
Fair Association to its presidency, 
there is every indication for Brock- 
tonites to feel that the continued 
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success of this well-known eastern 
agricultural exposition will con- 
tinue. 

Mr. Flint succeeds his business 
partner, Fred F. Field, of the firm 
of Field & Flint, well-known men’s 
manufacturers, in what has really 
been his hobby for the past 22 
years, for he has officiated during 
this period as secretary of the or- 
ganization, sponsoring this worth- 
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ihes 


while project. Mr. Field has” 


served as president for 13 years, 













OPPORTUNITY 


—Frequently there come to my office dis- 
couraged, disillusioned men who say: 
“Can you get me a position outside of 
the shoe trade? | don’t think our trade 


is worth a tinker’s dam any more. 
There’s no opportunity left in it.” 

—To such | reply: “In my business as a 
publisher | have more or less intimate 
contact with many industries. Knowing 
conditions as | do | can assure you that 
the shoe industry, handicapped as it has 
been by the depression, is still the most 
active and hopeful of them all that come 
within my observation. 

—‘The shoe industry has been able to at 
least maintain a higher record of employ- 
ment than any other industry. It may 
not just now be a profitable industry, 
generally speaking, but | do know of 
many splendid records that are being 
made by both manufacturers and retail 
merchants. All of which goes to show 
that it’s still possible to find opportunity 
and make good in this fine old trade of 
ours. 
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President. 





and has personally brought about 
many improvements and develop- 
ments for the success of the fair. 


* * * 


_ First ! 


“For increased pairage on tan 
shoes, place them on your sales 
staff first,” declares George Leach, 
vice-president of the George E. 
Keith Company, Brockton, who 
relates a mighty interesting sales 
test successfully launched by the 
Proctor Hall Company, Youngs- 
town, Ohio—‘Walk-Over” deal- 
ers. 

When tan sales went off every 
“man on the floor” of this progres- 
sive Youngstown firm was fitted 
to a pair of tan shoes. Within 24 
hours the votes were counted in 
the form of increased sales in tan 
and within a week black shaped up 
a very poor “also-ran” in the cam- 
paign—with one of the greatest 
selling weeks in the history re- 
corded in favor of tan shades. 

oe cee 


Eugene West, 


.United States Trade Commission- 


er for New Zealand, cables: 





Boot aND 
combining 





SHOE RECORDER 





“Women’s shoes from America, 
which had such popularity in this 
market for their style a few years 
ago, are practically now unobtain- 
able in the stores by reason of the 
present exchange and the protec- 
tive duties of 1930 and the Ottawa 
Conference. 

“Leather manufacturers from 
the States are likewise almost pro- 
hibited by the exchange position 
and tariff preference, which to- 
gether offer a barrier almost in- 
surmountable.” 


* * * 


Inefficient 
management and the unwise use 
and extension of credit were found 
to be major causes of commercial 
bankruptcy, as a result of the Com- 
merce Department’s detailed an- 
alysis of 570 cases of bankruptcy, 
released under the title, “Causes of 
Commercial Bankruptcies.” 

The report also states that over 
68 per cent of the owners or man- 
agers had not completed a high 
school education, that over 51 per 
cent of the bankrupt businesses 
had no accounting records, and 
that accounting records of an ad- 
ditional 28 per cent of the bank- 
rupt concerns were totally inade- 
quate for the needs of the business. 

* * * 


H. O. P. eyton, 
the veteran shoe man, writes us 
from the Los Angeles Athletic 
Club, Los Angeles, California: 

“So long as I have my two eyes 
with which to scan the Boot and 
Shoe Recorder, or have anyone 
within my power to command (in 





case I should be unable to use 
these two faithful eyes), I will 
keep my contacts with the shoe 
industry. The sun is shining 
brightly out here. The fairways 
are soft and inviting. The rough 
is lined with beautiful roses and 
it surely is a temptation to slice a 
ball into the midst of it even if, in 
so doing, you lessen your chances 
of making a creditable score.” 
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Sale Contrasts ! 
Sak’s Fifth Avenue, by letter 
alone, filled the shoe department so 
that police had to be called to rope 
off side-lines to only permit a cus- 
tomer to enter when one left the 
fitting floor. The clearance was at 
$5.95 and the biggest day in the 
history of the department result- 
ed because service and selection 
were given every customer. 

At Macy’s 48,000 pairs of shoes 
at a clearance price of $1.19 
brought crowds but no deluge. A 
limited selection in two heights of 
heels; one type each of oxford, 
strap and pump; in three differ- 
ent leathers — patent, black goat 
and tan goat—represented an im- 
portation from Czecho-Slovakia. 
Customers had to fit themselves, 
take the shoes to the bundle coun- 
ter and cashier’s cage. It was a 
demonstration of counter selling 
without service and regrettably so 
because today it should be compul- 
sory that all shoes be fitted, mea- 
sured and serviced at the fitting 
stool. 


Spot your 


merchandising themes to local 


events. Best & Co., of New York, 
have a special promotion built 
around the Beaux Arts Ball, Jan. 
20. It asked the Beaux Arts Cos- 
tume Committee to approve a num- 
ber of costumes bearing these 
names: “China Sea, Constanti- 
nople, Sicily, Tahiti, Morocco, Bali 
and Bombay.” The names them- 
selves give a picture of the type 
of costume for each, and then the 
store says :, 

“The nice thing about the Ball 
this year is that you can make use 
of your costume afterward, for 
whether you elect to go as ‘passen- 
ger’ or as one of the ‘natives’ in 
the picturesque ports of call, you 
will have a costume that fits your 
summer scheme of things. Best’s 
beach and deck clothes have a car- 
nival spirit.” 

If there are any special events in 
_ your town, select your shoes to fit 
into the theme of the evening. 
Party life is tabooing all depres- 
sion talk. 
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In Tribute to CHARLES H. JONES 


By THOMAS F. ANDERSON, Secretary, New England Shoe and Leather Association 








4d 
Cc, H. Jones 


was a dynamic personality, a 
widely-known and successful shoe 
manufacturer and an outstanding 
leader in his industry—probably 
the greatest leader of his time. - 

“As one’who was very close to 
him during the past twenty years, 
your Secretary feels somewhat 
qualified to appraise the high quali- 
ties of this splendid man, and to 
understand the irreparable loss the 
shoe industry suffers through his 
passing. 

“A man of strong convictions, 
and unswerving in his independ- 
ence and adherence to principle, 
Mr. Jones, nevertheless, ever had 
an open mind on every controver- 
sial question, and was willing to 
listen to the other man’s argument 
and anxious to acquire any new 
knowledge that others could give 
him. He was always a towering 
figure in his own industry, and 
even those who disagreed with him 
on questions of trade policy none 
the less respected him. 

“His predominant interest 
throughout the major part of his 
career, aside from the interests of 
his own firm, was, of course, the 
tariff question; and for more than 
thirty years he had represented at 
committee hearings in Washington 
the entire New England shoe in- 
dustry through successive tariff 
legislation. His greatest ambition 
was the keeping of hides on the 
free list, and he engaged in many 
a fierce legislative battle in behalf 
of that objective. To the day of 
his death, he never faltered in his 
belief that a duty on hides was in- 
jurious to both the shoe industry 
and the American public. 

“Only second to the value of his 
tariff activities was Mr. Jones’s 
personal work for the benefit of 
New England shoe manufacturers 


in respect to railroad freight rates. 
He had been Chairman of the New 
England Shoe and Leather Asso- 
ciation’s Transportation Commit- 
tee for a quarter of a century, and 
had served for a number of years 
as Chairman of the Transportation 
Committee of the Boston Chamber 
of Commerce. 

“No American business man 
ever believed more firmly in the 
value of trade organizations, or 
supported them more loyally. He 
had served as a director of the 
New England Shoe and Leather 
Association from 1906 to 1914, 
after which he was First Vice- 
President of the Association up to 
the time of his death. He was 
also one of the oldest members of 
the Boston Boot and Shoe Club, 
joining it in 1900 and having ad- 
dressed its members on numerous 
occasions. 

“Describing himself as ‘an inde- 
pendent citizen, with no political 
responsibilty,’ he once refused the 
nomination as Lietutenant-Gover- 
nor of Massachusetts on the Demo- 
cratic ticket, and in national eiec- 
tions always voted for the candi- 
date he thought best equipped. 

“New England, itself, had a firm 
friend and advocate in Mr. Jones, 
and he believed in and supported 
all worthwhile movements in its 
behalf, including the New England 
Council. 

“Socially, this lamented shoe 
manufacturer was a most delight- 
ful gentleman, interested in art, 
literature, education, farming, 
yachting and travel, and imbued 
with a spirit of philanthropy that 
led him to contribute freely to 
many benevolent enterprises. We, 
in the shoe industry, will miss him 
greatly, and we feel that there may 
never be another Charles H. Jones. 
in the realm of American foot- 
wear.” 
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The use of this material is gaining acceptance in women’s 


ened Stee eee een shoes. Here are the answers to four questions merchants 


T-Str: the Kiltie M in, . , 
the. Chilla znd. the. “Cowboy” are asking about service leather 
“Rodeo” shoe in a combination of 
service and smooth leather. This 


On Tafel of Gods rouching, By RUTH HARRINGTON 


N 











chemical sponge. Women, par- 
ticularly, like its softness on the 
foot. It requires no breaking in. 





What Is Meant by the Term 
“Service Leather?” 








So-called because it is one of the From the fashion point of views, 
sturdiest of all shoe leathers, the rough, shaggy surface of serv- 
service leather is the skin used [TURN TO PAGE 46, PLEASE] 






with the flesh side outside and the 
grain side retained. In its finer 
grades it is calf or veal reversed. 
In the cheaper grades it is tanned 
from side or split leather. 

For years rough shoes have 
been made of service leather. Work 
boots. Hunting boots. Army 
boots. “Mosquito” boots for the - 
tropics. English men took it up 
for sports shoes and have worn it 
at polo games, on the Scottish’ 
moors, in sandy places—every- 
where that finished leather turns 
dull with dust or scratches with 
rocks and brambles. Women have 
been wearing it in England for two 
years now. The American trade 
took it up for better shoes, while 
last fall it was promoted in cheaper 
“Coed” types, chiefly on the coast. 


What Are the Advantages of 
Service Leather? 
Service Leather is often called 
“Briarproof” or “Thornproof” 
Suede. This suggests that its 































scratching quality. The dust- pte in service leather. Lg neue 
proof feature comes next, and the a pte — for ayers —. 
fact that it can be so easily cleaned bans tna thats aie et 






with a brush or the touch of a Middle-South resorts. 
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“Goods and Services at a Fair Price’ 


Remarkable Demonstration of Confidence 
Keynotes Convention of Merchants 


The industry exposition and convention under 
the banner of the National Shoe Retailers Associa- 
tion accomplished these three things. 

First—gave assurance to many merchants that 
consumption was now greater than production and 
that more shoes would be needed to serve the pub- 
lic in 1933. (See page 56 of Dec. 31 Boot and Shoe 
Recorder for article “Significant Changes in Con- 
sumer Demand for Shoes.) 

Second—gave conviction to many merchants that 
“goods and services” are worthy of a fair price and 
the result was shoes bought to a fair price level 
rather than cut, chiseled and whittled to a starva- 
tion standard. 

Third—the main objective of 1933 as determined 
by many merchants was “shoes for a purpose and a 
profit in 1933” and buying, therefore, was made on 
the basis of “talking” and “fitting” points. 


Cites is fortunate in being host 
to a national convention under one roof. Previous con- 
ventions were spread all over the city. This show, with 
the exception of ten cooperators at the Morrison 
Hotel, was an exposition of 400 lines of shoes and sup- 
plies at the Palmer House. That fact alone—concen- 
tration—filled the hotel with shoe men, buyers and 


sellers. Another factor was the Palm Beach like 
weather which gave to shoemen the “spirit of Spring.” 

No previous convention opened up as early for the 
Sunday crowds covered every floor. The elevator 
service wasn’t adequate to the load on Monday .but a 
good-natured crowd visited and waited, and accepted 


the situation as part of the economy of the depression. 
The exposition demonstrated that there is throughout 
this country a merchant demand for new shoes. A 
vacuum in store stocks can only be filled by new and 
different shoes. 

This was a national meeting of shoe men tre- 
mendously interested in shoes for “their own sake.” 
There were fewer merchandise-men, bookkeepers, and 
agents present and more principals, buyers and 
responsible heads of business. 

The outstanding keynotes in the platform addresses 
and in corridor conversations were the “return of 
quality,” “the liquidation of bunk” and the “know 
how” of shoemaking. 


Interviews with hundreds of merchants crys- 
talized the following “we’re organizing our sales 
plan to make a profit on the shoe we're selling, 
rather than see how cheap and how many we can 
give away without a profit. We've liquidated old 
stocks to the bare shelves. We’re moving forward.” 


Many a merchant told how his experiments with 
“junk and bunk” footwear were over, and that from 
now on, step-by-step, he would return to better shoes, 
better quality and better service. 

Make no mistake about it, there is a definite return 
of confidence in this broad country of ours. This con- 
fidence was voiced by many merchants hoping to see 
a new deal for the farmer, for the wage earner, and 
the merchant. 

On the basis of replacement alone there is a Spring 














Bunk and junk 
Declaration by 
Ray Schaeffer, before 
N. S. R. A. Convention 


“Even at very low prices, 
poor merchandise is never 
a bargain. 

“Yet a vast amount of such 
merchandise is being sold, 
every day. We know. It 
is our business to know. 
“Today is a dangerous time 
to buy—for people who do 
not know good merchandise 
from bad. 


“Today too many low 
prices you see are Bunk 
because the merchandise it- 
self is—let’s call it by its 
right name—Junk, 

“This is the inevitable re- 
sult of such a period as we 
have just passed through. 
When prices were steadily 
falling and consumer dol- 
lars were scarcer, low 
prices became an unfailing 
lure. 

“In talking thus, frankly, 
Marshall Field & Company 
claims no exclusive on 
honest dealings, assumes no 
holier-than-thou attitude; 
we speak for all right-think- 
ing merchants (and they 
are many) who would 
rather see an_ individual 
sale go elsewhere than to 
sell Junk by means of 
Bunk.” 


a am 


business in shoes to be had early. The novelty busi- 
ness is expected to follow it along so that this year’s 
selling totals will almost positively exceed those of 
last year. 

An amazing by-product of this convention was the 
return of the family spirit of the craft. Many a man 
said that from now on the “number-one” thing in his 
business life would be “getting more shoes sold right.” 
Not in just words alone but in actual buying prac- 
tice. Many merchants said “on these prices can your 
shoemakers get a living?’ One factory known to 
be an exploiter of labor was tabooed by the whisper- 
ing campaign “he pays starvation wages to meet a 
price.” 

This is the first time on record when the buyer 
was interested in the safety of his source of supply 
for a sound, solvent, responsible factory, gives as- 
surance to the merchant that he’ll get the right 
shoe, right materials and right shoemaking and the 
right price. 

It’s to be expected under one roof where anyone 
can display who pays his fee, that there would be 
some sub-standard organizations. and practices and 
policies. But strange to relate the cheap chiseler was 
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not “in the orders.” Perhaps the merchant has found 
out that dollar shoes are the poorest buy for the 
Poor. If he hasn’t, his customers have. 

Freakish and extreme styling seems to be fading. 
Conservative shoes play a part in the dress of the day 
and if they compliment one or two costumes as well— 
seem to have the call in the selection by the merchant 
of shoes for spring selling up to Easter. Very 
little production was ordered for summer footwear. 

A sober black springtime is going to be punctuated 
with snakes and greys to be followed by beige. 

The women’s side of the business reveals a spring 
that is distinctly seasonable in its footwear. 

In previous years you will remember the South 
bought summerish types in February and spread the 
season over a full six months. This year the pre- 
summer demand has disappeared—straight spring 
selections rule. 

Men’s footwear show the stability of current lasts, 
and leathers and patterns. These make men’s shoes 
the safest business of the shoe store. The sport shoe 
outlook is indeed promising because factories and 
Store realize, as never before, that practically three 
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months of operation is dependent upon the sport shoe 
—a type radically different for the standard. 

Endorsement was given to National Foot Health 
Week, April 16 to 22, and National Sport Shoe 
Weeks, May 15 to June 1. One concern had its sales- 
men dressed in sport clothes and shoes to emphasize 
the sport shoe season ahead. 


In children’s footwear the almost universal point 
of discussion was “why the reducing volume.” The 
inevitable answer is—“more wear.” Hardly an 
operator at retail in juvenile footwear, but ex- 
pressed his opinion that the shoe trade had played 


Every merchant, everywhere, is 

planning and promoting for 

profit and prestige—a better 
shoe year ahead 


an heroic part in giving the children of this country 
the best shoes and best quality at the lowest prices 
during the entire depression. 


There has been no chiseling in weight, wear or 
quality in juvenile footwear. Several distinctly dif- 
ferent shoes are being urged for children’s wear in 
the hopes of stimulating a change in demand. 


The convention proper, which is the N. S. R. A. 
educational medium, was less a side-show and more 
a major attraction than in previous years. 

The three noon-day meetings covered the big topics 
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and brought an average attendance of 350 shoe men 
and women. 

Small meetings on three afternoons were termed 
merchandising clinics. These meetings failed to do 
their best work because they attempted to cover too 
many subjects in too short a time. But the meetings 
do serve as forums for the best minds in shoe retail- 
ing, and it is for us to print in early issues selected 
material that can not be properly weighed and 
examined except through the medium of the printed 
page. 

Fellowship is such a pleasant thing that the noise 
and bustle at the Palmer House last week can be ac- 
cepted as part of the family spirit of trade between 
men who have an opportunity only about once a year 
to visit together. 

Summing up the show a fair volume of business 
was limited only by credit restrictions. Many a 
merchant would have bought more shoes and many 
a factory would have received more orders if the 


banking fraternity could have been present to see 
at first hand how sound and substantial is this 


structure of shoes. 


Now for the convention proper, the reason for 
meeting annually for 22 years is to listen and learn. 
The session opened promptly Monday mid-noon and 
some 300 merchants lunched together. Then Presi- 
dent Geuting skipped the invocation to give the of- 
ficial greeter of Chicago, Col. George D. Daw, an 
opportunity to say nice things. Now President Geut- 
ing reads his annual message (see page 28). The 
next speaker was the dynamic Dr. Preston Bradley of 
Chicago. His talk lifted every man from his seat in 
final appreciation. His address follows in part: 

“Prosperity will never come to the United States,” 
said Dr. Bradley, “until there is a return of the pur- 
chasing power of the consumer and the purchasing 
power of the consumer is dependent upon the con- 
sumer being actively a part of the productive process 
of American industry. 

“The thing that is frozen today is not assets but 
credit. Credit is the thing that is frozen, and as long 
as we have a financial system—and I thank God for 
the new Congress that is to tackle this problem of 
finance on the basis of its economic importance and 
not merely its political picture—when that Congress 
begins in bank legislation, as it will begin almost imme- 
diately in the new session of Congress, the new Presi- 
dent will call probably early in March. 
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When we can develop a finacial structure that 
will loosen credit and get the basic industry of the 
United States back to the position where an acre 
of land is the best security a man can get for legiti- 
mate commercial purposes in a banking institution, 
prosperity will return to America in six months. 


“I am not pessimistic about the future at all. Well 
for you to practice all the artifices with which you are 
capable in the successful administration of your 
individual business, but do them all and not build 
fundamentally and it means nothing. Go back to 
fundamentals to restore the fundamental basis of all 
prosperity, and then march on. 

“Every great fortune of the United States was laid 
in a period of panic. Read the history of the Rocke- 
fellers, the Morgans, the Hills, the Harrimans, the 
Rothschilds. There are greater opportunities for great 
fortunes now existent in the United States from the 
point of view of the discriminating observer and one 
who knows values than there has been in the past 
25 years. Right at your door—the foundation for that 
great security that men call wealth. It’s here. 

“Difficulty—is what makes men. 

“What is the test of a man? I'll tell you. 

“What is the test of your business? I'll tell you. 

“Ts the test of character what we do every day? No. 

“Most of us are honest—most of the time. We 
really are. 

“Most of us are true to one woman—most of the 
time. On an average! 

“Most of us pay our debts—most of the time. 
We really do. 


“Most of us are rather decent—most of the time. 


“Our character is determined on what we do with 
the rest of the time, not most of the time. 


“You show me a man in an emergency and I will 
show you what he is. Let me see you with your back 
up against the wall fighting landlords, credit, building 
public opinion for your institution—a subtle fight. 
Let me see you watch your daily ledgers drop and 
drop and drop. Let me see you look at your children 
across your table at dinner with all the glory and ef- 
fervescence of their youth. 

“Let me see you battling with your problems. That 
will tell me what you are. Any of us can stand any- 
thing when the sun shines and the roses bloom and 
the food is good and the wine is mellow and friends 
are close. But that doesn’t require any’ strength of 
character ! 

“Strength of character comes out when we are 
fighting to live, when we are fighting for our credit, 
fighting for our name. That is the test of character. 
That is what makes a man strong. 

“Civilization couldn’t live if it only had 1929's. 
But civilization will live because what we are going to 
do in the dark days of 1933 will make us strong. And 
when we weather the storm and the dawn breaks in 
the East and the old sun starts toward the sky, our 
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muscles will be strong, our values will be maintained 
and we will, with Robert Browning, ‘greet the Unseen 
with a cheer—and fight.’ 

“So it’s back with your shoulders, your chins in the 
air and go forward, knowing, with Plato, that ‘No 
harm can come to a good man in this world or any 
other.’ ” 

Fraser M. Moffat, president of the Tanners’ Coun- 
cil, in an address, “Our Industry,” revealed the case 
for the basic raw material of the industry—leather, 
as follows: 

“T am concerned naturally with leather. If I tell 
you that leather of various types and kinds is the 
only proper material to go into foot covering, I am 
quite sure that some bright young man will at once 
want to discuss fabrics with me, but I am not con- 
cerned with fabrics. I am concerned with the won- 
derful progress which has enabled the American 
tanner, driven by the spur of your demands, to pro- 
duce for you the most marvelous creations which we 
have ever seen in the form of leather; at prices 
which makes a pair of shoes, of all apparel, the best 
investment the American public has offered to it. 
Science has done wonderful things, but science has 
never yet made a piece of synthetic leather; substi- 
tutes, yes, but always at the expense of quality, serv- 
ice and comfort, and with apologies and reservations. 

“The material progress and prosperity of American 
industry is our first responsibility. While our rela- 
tions with our neighbors across the seas must be 
cordial and appreciative, we are rapidly coming to 
the conclusion that there is a point at which altruism 
ceases to become a virtue and degenerates into soft 
muddle-minded and mawkish sentimentality. 

“Now what this sentiment means is—that we 
citizens of the United States ask for an expression 
on the part of our customers of their confidence in 
American goods. We further ask that they shall 
express in that confidence a proper preference for 
American goods, and other things being equal, only 
fair-play for industry and distribution of its prod- 
ucts. Is not this a fair plea?” 


F. J. Nichols, manager, Merchants Service Bu- 
reau, National Cash Register Co., Dayton, Ohio, in his 
address “Plan Now For a Profit” warned merchants 
that without a program in 1933 little profits can be 
anticipated. He said: 

“If some of you don’t spend more money in 1933 
than you spent in 32, failure to spend will put you 
down and out. 

“Some of you cut out too much. You fired your 
best sales people. Why? Because you thought 
they cost you the most. You kept the dumb dub 
who can’t fit a shoe properly. He was cheap. The 
most expensive thing in the world in 1933 is a cheap 
salesman. 

“Get your rent down if you can but what about 
mortgages? What about taxes? If you will all get to- 
gether in a community, maybe you can do something 
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about taxes. Maybe you can do something about ex- 
tending mortgage payments, but just to howl that the 
landlord must reduce rents you won’t get anywhere. 
And as for forced or fake receiverships, you know 
what the courts are doing with people who try that 
right now, so that door is closed to you in 1933. 

“Advertising needs adjustment, gentlemen—up- 
ward! Most of you have cut it out. You can’t run the 
shoe business profitably in 1933 without telling the 
people in your community what you’ve got to sell, 
making them want it. That means you will have to 
spend some money. That means spending more 
money than most of you spent last year. It means 
making every one of those dollars work faster and 
harder. It means stop shouting about cut prices and 
going back to selling shoes. It isn’t advertising to 
tell that you’ve got the biggest cut price in town; that 
is just foolishness. 

“What’s the way out? What’s the way up to big- 
ger profits? It is to increase the sales per sales person 
in your store. How are you going to do it? Only by 
giving them some incentive to get busy and-do it! And 
when you put them on a basis of paying them for 
what they sell instead of buying so many hours a week, 
you will give them an incentive, you put them to 
work and the poorer ones that don’t want to work will 
quit and you can hire some good ones. 

“If you go out and hire the most expensive sales 
person in your town and put him on the basis of what 
he sells, you will get somewhere.” 


A fine tribute to the retail shoe 
industry was the appearance on the platform on 
Tuesday of four of the great department store mer- 
chants of Chicago, who still regard State Street as 
the business artery of the world. 

First Elmer T. Stevens, president Chas. A. Stevens 
& Bros., said: “I plead for a stability of values in 
merchandise. The most important element in style or 
fashion is its distinctiveness—which is worth a price 
and a value. 

“A practice which most merchants have indulged 
in, all of us probably, and in which we have encour- 
aged our manufacturers—is that of style copying or 
style piracy—needs correction. 

“There is absolutely no stability in the fashion ele- 
ment of our merchandise when we deliberately take 
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that which is best and make it into that which is 
cheapest, and as long as we all do that, we are spelling 
the doom for legitimate, profitable merchandising. 

“Tt is essential that the retailer should attempt to 
follow out in principle at least that which has now 
already been laid down by the Fashion Originators’ 
Guild in New York City, and the stores on State 
Street are seriously discussing now as to what steps 
they should take looking toward these ends. 

“As far as our store is concerned, we are convinced 
that we do not make money on copied merchandise 
because as soon as merchandise starts to be copied, 
it immediately starts down the price scale and lands 
at the bottom very quickly. 

“We make our money on merchandise which we 
have which is different from that which our com- 
petitors have. We are going to devote ourselves 
from now on, speaking for our house, to not copying 
merchandise, to not buying copies of merchandise, 
and to not encouraging our manufacturers in copy- 
ing merchandise, but to hold distinctive fashion to 
its grade and value. 


“We feel strongly that if all the merchants of the 
country would adopt that program, we would build 
a stability in fashion merchandise—for, after all, we 
are selling and profiting most on fashion.” 

Second of the merchant chiefs to speak was John 
Coyne, general manager, Mandel Bros., who declared : 

“We believe that there is considerable business to 
be had. A very large percentage of our people are 
still gainfully employed and will spend money for 
needed supplies. The wide-awake, alert, intelligent 
merchant will have an opportunity to obtain his share 
of the buying power of the community in which he is 
located. To accomplish this purpose he will have to 
develop immediately new ideas of sales promotion, 
better salesmanship, and a very careful and exhaustive 
study of operating costs, with the idea of keeping 
such costs to a minimum without sacrificing service 
because outside of quality merchandise sold at rea- 
sonable prices the average customer appreciates good 
service.” 

Third in importance of the department store execu- 
tives to speak was Dade Epstein, Promotional Di- 
rector, Boston Store, who said: 

“Today’marks the real ascendancy of the idea man, 
the man who can come to you and give you specific 
ideas that will help you in your business. 
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“I believe that the store that will succeed today, 
first of all, must have adequate stocks. I believe there 
are a great number of sales being lost daily due to 
the fact that a lot of merchants carry too small an 
inventory and particularly in your- business that 
involves sizes to a great extent.” 

Ray Schaeffer, Promotional Director, Marshall 
Field & Co., concluding the big merchant broadcast, 
said : 

Any member of our organization who cuts the 


quality of any article of merchandise for the sake 
of lowering price is disloyal to his responsibility! 


“We say this publicly so that there may be no doubt 
in any one’s mind about this very important funda- 
mental policy of our business. 

“The pressure exerted upon manufacturers to pro- 
duce goods at lower and still lower prices has in- 
creased to a point where it is a menace to the stand- 
ards of which this country has been so proud. 

“This company, for one, will not contribute to such 
deterioration. 

“We will continue, of course, to use our buying 
power to its full limit, consistently with fairness and 
ethical practice, in our endeavor to secure low prices, 
but we will not wittingly be a party to a buying con- 
tract under which the maintenance of our quality 
standards is impossible. 

“Buyers who build quality are the ones who 
progress in our organization. Those who do not are 
not permitted to remain.” 


“One of the big disasters, in retail 
terms, was the decline of the average check; that is, 
the dollar total of the average transaction. It required 
more and more sales to total a hundred dollars; more 
goods, more deliveries, more expense. The Harvard 
index of retail expense went up to over 34 per cent. 
Is it any wonder that profits vanished? 

“There is no bigger task before the merchants of 
the country than that of reversing the tendency 
toward lower prices. There should be concerted 
action, participated in by every quality-minded mer- 
chant, to encourage the speediest possible return to 
better standards of living and to make America 
quality-conscious again. 

“It is impossible to have prosperity except under 
conditions which permit the making and selling of 
the goods at a profit. Merely exchanging dollars, 
doing business without profit, may be all right as a 
temporary expedient but just as soon as it is humanly 
possible to do so we must get back to the basis of 
profit-making transactions. 

“Unless the best that can be produced is sold, it 
will cease to be produced, and when any industry 
ceases to produce its best, ceases to take pride in its 
ability to do something better than it has ever been 
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done before, there is no progress in that industry and 
where there is no progress there is no standing still ; 
there is retrogression. 

“Forward-looking merchants are now making the 
fullest possible use of a powerful remedy for many 
of our merchandising ills. The remedy is this: For 
the mercantile forces of the country—merchants, 
manufacturers, advertising men, promotion men, 
publicity men, department managers and sales people 
—to pick up the keynote of quality merchandising at 
a profit and tune all of their activities to it. 

“As retail men let us resolve to handle only worthy 
merchandise, that which is what it seems to be and 
which will give genuine satisfaction to our customers. 
Let us train our sales people to sell goods on the basis 
of correct fashion, merit of material, workmanship 
and wearing quality. Let us insist that our advertis- 
ing men cooperate in this selling policy. Let us give 
manufacturers the benefit of our practical knowledge 
and encourage them to make better goods rather than 
cheaper goods.” 


In resolution for a new year the Association 
voted unanimously, the following: 


In preface to a year of progress the National Shoe 
Retailers Association has the enviable position of 
being the first great national convention to open in 
1933 and in view of the fact that this is Chicago’s 
great year in celebration of a Century of Progress, 
we formulate these objectives and enunciate these 
principles in the hope that they will lead merchants, 
business men, and the public into the path of progress 
for the year to come. 


First—We stand wholeheartedly behind the president and 
the new administration, and offer the cooperation of our 
industry to all progressive movements influencing the welfare 
of the American public, and in the stabilization of confi- 
dence, commodities, and commerce. 

Second—We urge on national, state, and city governments 
the stern necessity of drastic cuts in the cost of government 
to the practical operating level of today’s needs. Taxes must 
be reduced and balances must be budgeted in order to sta- 
bilize the credit structure of not only government but busi- 
ness as well, Liquidating the high cost of government must 
follow the plan and pattern already established by business. 


Third—First of the major industries to adjust its levels 
of price, to liquidate its overhead and to clarify its service 
to the end that every saving may be passed on to the public, 
the N.S.R.A. goes on record in urging every merchant 
everywhere for their own preservation not to grade down 
their merchandise below a level that will sacrifice quality or 
that will not enable their sources of supply and factories to 
pay labor a sufficient scale to maintain a fair standard of 
living based on today’s living cost. 

Fourth—In facing the emergency of unemployment, every 
merchant everywhere in adjusting expenses to meet shrinkage 
of business should endeavor to keep as many people em- 
ployed as possible by increased selling effort, by staggering 
the hours of work, and by part time service when necessary. 
To share the work is to soften the blow of unemployment. 


Fifth—Progress towards prosperity cannot be brought 








about by doles or charity or subsidy to individuals or to busi- 
ness. We hope for national recovery through individual and 
collective efforts to increase earning power of labor on a 
shorter working day basis. 

Sixth—We express our appreciation to the members of 
the convention committee, to our speakers, and to our 
cooperating exhibitors in making this a constructive resultful, 
and successful convention leading a craft into a new and 
purposeful year. 


FEATURES TO COME 


Merchandising clinics lead by Chairman M. E. 
Mittleman, of Russek’s, Inc., Detroit, Michigan, 
subject “Adjusting Store Methods To Customer De- 
mand” another by A. J. Pauly, buyer, Stix, Baer 
& Fuller Co., St. Louis, Mo., subject “Special Mer- 
chandising Clinic by and for Department Store 
Shoe Men,” also, “Store Management In 1933” under 
the direction of Michael Murphy of Krupp & Tuffly, 
Inc., Houston, Texas and the concluding session 
under the leadership of Carl Burgstahler, F. E. 
Forster & Co., Chicago, IIl., topic, “Business Build- 
ing Through Foot Health and Shoe Fitting,” be- 
cause of their importance and length will appear 
in early issues of the Recorder. 

Also the forums on fashion deserve more extended 
presentation. 
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Geuting again heads shoe merchants 


Convention Election Returns Many Tried 
Officers 


Again the membership of the National Shoe 
Retailers Association drafted the services of Anthony 
H. Geuting of Philadelphia to serve them as their 
President for the coming year. This election assures 
retail shoe men of a continuance of the wise, help- 
ful policies of the N.S.R.A., which have long marked 
the Geuting leadership. 

ReuBEN Merz of Chicago was re-elected as Secre- 
tary-Treasurer. 

Other officers elected during the closing hours of 
the 22nd Annual Convention were as follows:— 

Vice-Presidents, M. A. MITTLEMAN, Detroit; HARRY 
E. Fontius, Denver; Witt A. Knicut, Portland, 
Ore.; REUBEN STIEFFEL, Chicago. 

Chairman of Executive Committee, Joun O’Con- 
Nor, Chicago. 

Directors to serve three years—OtTto H. Hasse, 
Chicago; Harotp F. Votk, Dallas; Grorce J. BUNN, 
Salem, Ohio; ArTHuR E. Esss, St. Louis; J. C. 
Feber, Jr., Louisville; O. E. THorp, Seattle, and 
Paut A. Jesserc, Los Angeles. 
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Health Shoes Keep Department Healthy 


How Working With Corrective Health Groups in City Schools, 
the May Co., Los Angeles, Develops Thriving Patronage 
for Children’s Footwear 


By S. A. LEWIS 


Teo keep six shoe fitters, 
all of them women, on their toes, as it were, six days 
of the week, catering to the needs of their young 
patrons, and to maintain a profitable turnover for ap- 
proximately 80 chairs, requires volume business. That 
requirement is being met at the May Co., Los Angeles, 
where volume business in children’s shoes, especially 
in so-called health types, has held its own this past 
year, according to report. 

Though actual receipts may have dropped, in pro- 
portion to lowered prices, pairage has been maintained 
meeting records of previous years. This is due 
largely to the aggressive contact methods followed by 
the department, avers Miss Helen Garvey, Depart- 
ment Manager, and assistant to J. H. Ferguson, shoe 
buyer, in reaching educational groups interested in 
corrective shoes for children. Practically every city 
school has its health corrective committee of mothers 
and teachers which concerns itself with the physical 
well being of its little charges. -Proper footwear is 
a consideration of such committees. It is these groups 


that are sold on the idea of health shoes such as are 
carried in the May Co. children’s shoe department. 

Personal contacts are maintained with mothers’ 
centers where classes are held in parental education 
and child care. Attention is directed also to physical 
education departments and Parent-Teacher Associ- 
ations of the various schools, contacts being cultivated 
through the Board of Education. Pediatricians, doc- 
tors and foot specialists are also cultivated as a pos- 
sible source for patrons. 

At meetings of Parent-Teacher groups as well as at 
representations where teachers of corrective exercise 
foregather, merchandise is displayed and its merits 
pointed out from a health standpoint. Displays and 
discussions necessarily have to be of the informational 
and instructional order since merchandise solicitation 
is not of course permitted. In the past lectures were 
also given on the importance of corrective shoes for 
children. 


Another drawing card in the May Co. 
shoe department, according to Miss Garvey, is the 
X-ray machine, installed about 2 years ago when the 
department was modernized. 

Due to their years of service with the store, each 
member of the sales force has her own customer fol- 
lowing, indexed in her own “black book” which is 
considered part of the mailing list of the store. This 
indexing includes a complete record of sales, type of 
shoe, price, preference, etc. For special sale events 
and at intervals during the year the telephone as a 
medium for solicitation is employed by the sales staff, 
each fitter reaching the patrons.on her list and invit- 
ing them to make a call. It is estimated that about 
25 per cent of the repeat business which comes to the 
department results from this telephone contact and 
the personalized service rendered. 

Promotions definitely scheduled for window dress- 
ing and advertising are Spring and Fall openings 
which include Easter showings and featured styles 
for school wear. Sale events tie-in with the general 
store program. However, it is largely upon the 
corrective health line carried in stock, that volume is 
recorded. 
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Representative Merchants have placed 


the stamp of approval on 


Oise, 


As oftering exceptional plus values 





when retailed at *5 and 6. 
What Styl-Eez Offers You The History of Styl-Eez 


Better than 40 per cent mark-up. Jan. 1, 1932 First Offering 


. .Features of merit . . rolled innersole .. sponge | April 1, 1932 42,960 Pairs Sold 
rubber metatarsal pad . . strong supporting arch. July 1, 1932 123,798” _ 
/ / 


”» »” 


. A range of fashions to satisfy any woman’s | Oct. | , 1932 152,653 
Diiiate,... Neanasatly ceadier in Comne aeCI F aae 191,439 


way Construction. 


»”» » 


A lete In-Stock Department. . irs i 
complete In-Stock Departmen From nothing to 191,439 pairs in one year 


. Merchandising helps. : i 
5. Merchandising helps . and without any unusual promotional 


6. A line backed by the pioneer feature shoe 


seine methods. Truly a stamp of approval. 








THE STYL-EEZ FEATURES 
ONE OF THE 42 IN-STOCK STYLES 


Write or Wire for the STYL-EEZ Salesman - - - No Obligation 


THE SELBY SHOE COMPANY 
Portsmouth, Ohio 


When writing advertisers please mention Boot and Shoe Recorder 
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Natural Bridge enters the New Year with a new line of 
women’s shoes that is a sensational triumph in styling; 
a program of Planned Sales that goes far beyond any- 
thing ever attempted in a $4 and $5 shoe. 

Here’s a sales line-up without an unguarded spot With many added styles, 
. . . beginning in the factory; carrying on through the Natural Bridge line 
PLANNED advertising, sales promotion, display; cli- ‘ 
maxed by a consumer contest with more than a thou- a a 
sand winners, so unique, so appealing that it will bring ment of the complete 
women, by the hundred thousands, into Natural Bridge Natural Bridge Retail De- 
stores this Spring. partment. Send for your 
Here’s a “shoe with a purpose,” known from coast to copy of the Natural 
coast for its lasting foot-ease. Here are finer leathers, Bridge catalog — Spring 
improved workmanship, new methods. . . all applied ais Hes unstnms tiene 
to a chassis that keeps its shape. 1933— d ' 
And here’s the only nationally advertised $4 and $5 a" 
shoe! 
The whole story is told and illustrated in the Natural 
Bridge Book of Profit just off the press. Let this book 
reveal to you the NEW DEAL for 1933 . . . a new deal 
in value, in volume, in profits, in simplification of stock- 
keeping, in in-stock service, in everything you need to 
make 1933 a big year for you. 

Get this complete proposal that explains the most in- 
teresting set-up in shoe history. Write or wire your 
nearest distributing point. 








Natural Bridge Shoes will be shown in 
the Copley-Plaza Hotel, room 316, dur- 
ing the Boston Style Show, January 
16, 17, 18th, 


CRADDOCK-TERRY COMPANY 
Natural Bridge Division 
Lynchburg, Va. St. Louis, Mo. 


ES Distributors for the Pacific Coast— 
AAAA to EEE : CRADDOCK-TERRY COMPANY OF OREGON 
SAN FRANCISCO, CALIF. 


Craddock-Terry Company, 

Natural Bridge Division. 

Send us your “Book of Profits” with complete proposition, illustrations of all your numbers, 
and entire sales set-up. 





IN-STOCK SERVICE FROM LYNCHBURG, VA., AND ST. LOUIS, 


When writing advertisers please mention Boot and Shoe Recorder 
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The new Billiken Tru- 
Posture Line will be a 
revelation to you. It is 
a complete juvenile de- 
partment. The new cata- 
log is yours for the ask- 


ing. Now ready. 


Built entirely over new lasts, Billiken represents an idea 
in foot health that has captured the fancy of millions 
of parents. 


The idea of “Toes Straight Ahead,” stamped on every 
Billiken sole and used in powerful national advertising, 
has made Billiken, more than any other juvenile shoe, 
the profit and volume shoe for 1933. 


Note These Features 


1—Natural fitting lasts (ALL NEW) 
permit the plastic growing foot 
to develop normally and natural- 
ly. A type of last to fit every 
type of growing foot. 

2—Ample toe room assures the 
maximum of muscular exercise 
with every step ... develops a 
correct-walking habit. 

3——Flexsteel arch in all styles from 
children’s size 84% to growing 
girl’s size 9—including boys’ 
shoes—supports and strengthens 


the plastic arch and protects it 
from injury when running and 
jumping. 

4—Extrawear soles give added miles 
of wear at no extra cost. 


5—Progression lasts in a_ selected 
group of styles provide the same 
shape treadbase and uniform fit 
from infancy to maturity. 


6—Flexstep soles that bend with the 
active foot . .. in all Billiken 
school and play shoes. 


Here is a line of “Shoes with a purpose” covering the 
entire juvenile range from infants’ 1 to growing girls’ 9, 
including little men’s, youths’, and boys’ shoes up to size 
6. No other shoes are needed to complete your juvenile 
line. 

See the shoe—read the plan in the new Billiken Book of 
Profits. No book like it has ever been presented to 
dealers. It unfolds a profit opportunity to you that you 
cannot afford to miss. 








CRADDOCK-TERRY COMPANY thhiken. 


Billiken Division 
Lynchburg, Va. 


St. Louis, Mo. 
Distributors for the Pacific Coast— 


CRADDOCK-TERRY COMPANY OF OREGON 
SAN FRANCISCO, CALIF. 


TRU-POSTURE SHOES 
FOR GROWING FEET 


Craddock-Terry Company, 

Billiken Division 

Send us your Book of Billiken Profits . . . explain the new features, the new lasts, and the 
entire sales proposition. 





IN-STOCK SERVICE FROM LYNCHBURG, VA., AND ST. LOUIS, MO. 
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l; I judge rightly from my 
information there are few stores in the United States 
that aren’t in the red, and many there are wondering 
whether there is any hope for them to pull through, 
and so, as your President, I decided to devote my 
annual address to giving you such counsel, encour- 
agement, and help that may be helpful to you, born 
from my own experience. If I can leave a message 
behind that will reenforce your courage, your stamina, 
your steadfastness, and your hope, I will feel greatly 
rewarded. 

Without finding fault with our past performance, 
for that is water over the dam, it is rich milk split 
that cannot be recovered, might I observe that had we 
properly conducted our business on a proper mark-up 
basis, conserving our resources, and not invested in 
the other man’s business, and stuck to our own lasts 
we would be in a more secure position today. 

But, those of you who will remain steadfast to the 
fundamental laws of business, that of good service, 
professional service that is necessary in the shoe busi- 
ness, and avoid the practice of price-cutting and the 
destruction of quality, with the mark-up that is neces- 
sary to survive, will surely master their present trou- 
bles, and will ultimately be stronger and more 
resourceful, and establish more confidence in their 
community than ever before. 

Merchants that are earnest, that are sincere and 
pursue their business along these lines serve the peo- 
ple best. Dealers that have ideals to this effect 
deserve to be known as master shoe men, regardless 
of the prices of their merchandise, provided they play 
the grade of the consumer to whom they are catering. 

Our net profits in the past have been too meagre 
for the service necessary to conduct a sound, rational, 
growing shoe business. The risks we have taken in 
our eagerness to serve our customers too well have 
ruined our turnover, and have lost the mark-up that 
we thought adequate, for at the end of the season 
we had this profit in undesirable, out-of-date mer- 
chandise. 

This was the case in normal times, and here comes 
the depression. For three years now we have had 
to face constant liquidation of the higher prices that 
prevailed in 1929. In this declining market, intense 
competition takes place, and in such competition it is 


Make Shoe Selling Professional 


Don't get the illusion that a mark-up loses 
customers—bad service is what loses customers 


High notes from annual address of President A. H. Geuting at Chicago 
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impossible to hold the small profit that the retailers 
enjoyed in normal times. 

Now on top of that the shoe merchant had to face 
a depreciated inventory, season after season. Under 
these conditions no retail establishment, with very 
rare exceptions, could possibly show a profit. This 
statement I make boldly. 

Let me observe that I believe the shoe business can, 
after all, be proud of the excellent manner in which 
it has behaved under these severe conditions. Furni- 


ture, jewelry, carpets and rugs are in even much’ 


worse condition. Then, too, the shoe business forced 
a quick liquidation in which we are ahead of the 
banker and the real estate man, for in a general way 
we are all in the same boat. No one escaped. 

In a general way I might say that shoes have de- 
clined from the top prices in 1929 something like 35 
per cent. The United States Department of Com- 
merce shows that the retail sales in the past three 


years have dipped from 40 to 50 per cent on the aver-** 


age. The reduction of prices, plus the loss in units. 
has reduced the turnover in the retail business of the 
United States about one-half. 

This places your overhead in an embarrassing po- 
sition, and makes your obligations more burdensome 
season after season. When you contemplate this you 


cannot help but come to the conclusion that the most ~ 


masterly mind, the best management, the hardest kind 
of work couldn’t surmount this handicap, so that no 
one here needs to make any apology for himself. 


This doesn’t apply to the shoe 
business alone, it applies to all retail business. The 
question before us today is—what has the future in 
store for us? What shall we resolve to alle to whip 
this depression? 

We could engage-in a long discussion as to what 
the government should do, what the financiers might 
do, what the bankers’ obligations are, but, after all, 
it comes down to each individual store, each individual 
business solving its own problem, with such govern- 
mental assistance generally as might be coming to us. 

A good doctor once told me that every disease has 
within itself a cure, and so perhaps this depression 

; [TURN TO PAGE 47, PLEASE] 
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A START NOW TO SPECIALIZE ON SHOES CARRYING KISTLER 
“BENCH BRAND” LEATHER SOLES, WILL BE A STEP IN THE 
RIGHT DIRECTION FOR MORE SALES AND PROFIT THIS YEAR 





John Ringling, magnate of “The Greatest Show on Earth” _ fort to increase it”. Cheapness offers only a temporary ap- 
made new features for 1932 pile up receipts greater than _ peal. Quality, however, has the elements of enduring pros- 
the year before. How significant. An es- A SALES SUGGESTION perity. 3800 merchants in the U. S. are now 

Call your customer’s attention to the service. allied in a movement to restore quality 


sential and dependable feature of shoe- bie quality of Kistler “Bench Brand” 


s . Leather Soles; their health-protecting, mois- * 
making, having your support, can be made Seuppeniatlinn suaiiies thele MGA: able standards. With confidence secured and 


to do a lot for you. provides comfort to the feet. Point to the the consumer satisfied, those stores have 
‘Bench Brand” mark (we recommend you 


have it on shanks) as indicating that the gained partners without stipend. 
Dr. Carl N. Schmalz, Assistant Director of endorse such claims. Customers satisfied of 


The Bureau of Business Research of Har- —Uity 2% easily sold. 

vard University, expresses the opinion that,“An important To feature Kistler “Bench Brand” leather soles on your 
cause of losses in 1930-1931 lies in the fact that the average dress, sport and heavy-duty shoes will help you gain the 
sale has fallen—that there seems to be no widespread ef- _ success, such a plan of progress can bring. 


Write us for the names of shoe manufacturers making shoes that 
carry KISTLER “BENCH BRAND” LEATHER SOLES. 


KISTLER “sostow vase. 
BOSTON:MASS: 


When writing advertisers please mention Boot and Shoe Recorder 

























































4 SES 












January 14, 1933 


THE EDITOR'S OUTLOOK 


Boor AND SHOE RECORDER 
combining THe SHor Reraiter, Jan. 14, 1933 





Copyright, 1933, Boot and Shoe Recorder Publishing Company, Division of United Business Publishers, Inc., New York 











For a New Season—New Footwear 


This is convention week and the 
major trade interest is naturally down the line of buy- 
ing and selling, seeing and telling. Our news pages 
give the first picture of that exposition and convention 
and reveal the fact that the opening months of the year 
augur well for production because the majority of 
stores need new and different shoes for Spring and 
Summer selling. 

The story of the expectation for retailing in these 
three months is something else again. A slight bulge 
in buying was due to the fact that large operators, 
commonly in the market in November and December, 
delayed their commitments and found that they too 
had to get under cover, if they hoped to get early 
shoes for early selling in the early springtime. 

If you have studied the charts which appeared in 
the issue of December 31st, you will have noted that 
consumption exceeded production in the final months 
of 1932. The vacuum in store stocks and in consumer 
wardrobes was something revealed by the charts. 

Whether or no purchasing power increases, there is 
a positive need for a certain volume of shoes for 
straight replacement. The shoe industry is fortunate 
in one thing—its product does wear out. Many other 
merchants, in many other lines of business, find it 
almost impossible to continue because their goods are 
long-service items. 

But this we know—that we are entering a season of 
change in footwear and that previous to the public’s 
demand, there must be a store demand. So we see, 
in the opening weeks of January, a fair volume of 
business for factories—the natural period of the year 
for replenishing stock. This, in itself, makes demand 
for materials and labor and indicates that the shoe 
trade continues its steady pace. 

If day by day one pair more can be sold, per store, 
than in the records of a year ago, we have the possi- 
bilities of slightly better business in 1933—no matter 
what happens. The public is short on shoes and stores 
are really shorter in sizes and widths in wanted shoes, 
so the first quarter of 1933 gives some promise to 
production. It is for the merchant to carry on, to sell 
and repeat and to strive for betterment of sales 
through his own individual pair by pair effort. 





The “Cancellation” Racket 


Ou: investigations continue to 
show the menace of the Cancellation Shop. One city 
now records sixty-seven shops operating under the 
theory that “cancellations” give them bigger and 
better values to transmit to the public at cheaper prices. 

Whether or no there is actual bootlegging of labels 
is yet to be determined by our investigators. We have 
a feeling that that is being done because we see in 
these shops stock linings from famous stores all over 
the country. Here’s the way most of the shops 
operate : 

They plaster the window front with a big paper 
sign: “CANCELLATION SHOES! We are fortu- 
nate in having sources of supply that bring to us shoes 
that have been cancelled by famous shoe stores the 
country over. The manufacturer needed the money 
and we paid him in cash for the shoes that these stores 
were unable to take in because of credit difficulties.” 

Then, in the window, cartons and shoes are shown 
revealing Fifth Avenue names, and now that the Spring 
is approaching, names of stores in southern resorts. 

There is no question but some of these cancellation 
shops do have authentic samples but in those already 
investigated, we have found a considerable proportion 
of shoes that are worth no more and perhaps less than 
the $2.95 and $3.95 figures put upon them. 

Fundamentally, however, the operation of the ma- 
jority of these shops is on the basis of open deception. 
There are not enough cancelled shoes in the entire 
country to justify the number of stores in New York 
alone. The gullible public is falling for a new racket 
that merits thorough investigation. Is there no law, 
in any state, that will cover the situation and protect 
the retail dealer in the ownership of his name? 

The owners of one trade brand employed a lawyer 
to visit every shop but would you believe it—the can- 
cellation shop in each case took a razor blade and cut 
the name out of the shanks and then proceeded to tell 
the public that owing to the fact that the shoes were 
exclusive Fifth Avenue “cancellations,” that they were 
forced to obliterate the name. 

Here we see the rejuvenation of the old sample 
“shoe store” in a new “cancellation” racket. We will 
continue our investigations ! 
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Awestricken! No one word could give a more complete 
description of the impression that the Bob Smart display 
of sport shoes made upon merchant visitors at the N.S.R.A. 
Convention. The most complete and outstanding array of 
sport shoes shown by any manufacturer. Merchants gave 
them every voice of approval. 


When you think of sports—think of BOB SMART 


The only nationally advertised line of To retail at $4 and $5 


poorer lage Sp ggh Companion lines at $3 and $3.50 


in-stock service. Quicker profits. 


THE CRADDOCK TERRY Company 
BOB SMART DIVISION 





BOB SMART SHOES for MEN-NATURAL BRIDGE SHOES for WOMEN -BILLIKEN SHOES for CHILDREN 
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The Extravaganza 
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of Merchandising 


Produced by the Mania for Volume 
A Case and a Cure 


By F. EUGENE ACKERMAN 


At the 22nd Annual Convention of National Shoe Retailers Ass’n 


Mcrchandising in this country 
seems to have entered into a land of illusion in the 
* period immediately following the World War. Indi- 
vidual manufacturers and merchants who had built 
up thriving businesses because they sold certain 
grades and types of commodities to a definite clientele, 
became imbued with a mania for volume and more 
volume. The gospel went forth throughout the land 
that high-pressure methods, invented or developed 
by experts in human psychology, would increase per 
capita consumption of all sorts of articles. Intrinsic 
value as represented by service or wear was proclaimed 
to be an old-fashioned commodity in which the con- 
sumed was no longer interested. His major interest, 
we were told, lay in the superficial appearance of the 
moment. 

Words of bedtime stories are the plush words of a 
new school of intensive selling, but the ideas and the 
machinery have been borrowed almost intact from the 
gaudily dressed Medicine Man. 

This extravaganza method of merchandising has 
been as rampant in the general apparel field as else- 
where. Women’s coats have been sold, not as articles 
of utility, fashioned of good materials in becoming 
lines and styles, but because they are the heavenly 
creations of Schiaparelli and Lanvin. Their ingredients 
and the service that they would give have been for- 
gotten, or entirely overlooked, because, perhaps, they 
had a lei-wreath collar or three pleats down the left 
hip. Shoes have not always been sold as shoes. They 
have been advertised and sold because they had a 
certain number of perforations which were decreed 
by Hellstern or Perugia, or because they embraced in 
their lines some other sacred aura of distinction pos- 
sible only through the genius of someone who is not 
a resident of the United States. 


Daring the period which marked 
the development of this era, unwise merchants forgot 
all of their training and their experience and hitched 
themselves on to the circus parade. They joined the 
mad scramble after a non-existent volume, with all of 
the emphasis placed on superficial appearance. And 
this has led inevitably to a period of destructive price 
competition by which manufacturers and retailers have 


succeeded admirably in creating a nation of bargain 
hunters. The average consumer today is intent on find- 
ing “specials” and the offering of these exceptional so- 
called “bargains,” which, far from being the occa- 
sional activities of merchandising, have become prac- 
tically the routine of the day or of the week. 

If there were any profit to anyone in the course 
which has been pursued, there would be some slight 
excuse for it. But there isn’t. It is destructive to all 
of the elements concerned—the manufacturer, the 
retailer, and last, but not least, the ultimate consumer. 
It places a premium on the imitator and the copyist ; 
on inferiority of product in design, execution and raw 
materials. And far from betraying the natural em- 
barrassment of a thief who might be caught in his 
pilfering operations, the copyist boasts of it publicly. 


Bu the most far-reaching effects 
of this system of merchandising has been in its de- 
moralization of the morale of the producer and the re- 
tailer, and the destruction of fixed standards of busi- 
ness. Today temporary expendiency has in many 
instances replaced well thought out plans. Operations 
instead of being directed toward meeting the needs and 
stimulating the desires of a certain clientele, have been 
diverted to beating the prices of competitors. The em- 
phasis has been placed on the least valuable asset of 
merchandise—price—until by the use of great, compli- 
cated organizations, including control buying, person- 
nel training, style advisors, merchandise managers, 
buyers, publicity and promotion staffs, we have finally 
perfected a new and destructive technique in accom- 
plishing the oldest and most primitive method of 
doing business—the hawking of bargains. 

It is only natural that the public is bewildered by 
the avalanche of indifferent and inferior merchandise 
sold on the basis of price, but promoted as being the 
newest and best in quality. The public has almost lost 
its perspective of what is really a good standard of 
style and quality, and it is losing faith in the con- 
stantly repeated appeal of cheapness, because by 
actual experience, it is finding that thrift of this char- 
acter is, in the end, the most wasteful extravagance. 
And therein lies the cure for the evil. 

The signs are on the horizon, and we will all do 
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Building for 


Better Business 


GAITERS 
RUBBERS 
ARCTICS 
BOOTS 
SUMMER SANDALS 
CANVAS SPORT SHOES 
LEATHER WORK SHOES 
WOOLEN FOOTWEAR 


with BALL-BAND 


There are many good reasons why it will pay to 
consider BALL-BAND for 1933. Here are 


some of them: 


1 Thirty-five years of outstanding quality is helping more 
* than sixty thousand dealers to build and retain Good 
Will and to make satisfactory profits. 


2 The Red Ball trade-mark is easily identified by the con- 
* sumer and favorably remembered as the distinctive 


mark of unfailing QUALITY. 


3 Style leadership is evidenced in the new lasts, the excep- 

* tionally trim fit and the finished workmanship of the 
Light Weight line. A great deal of time and skill have been 
devoted to improved lasts—and we have them for any of 
your volume sellers. Ask our salesman to demonstrate the 


superior fitting qualities of BALL-BAND. 


4, A consistent record of prompt service on sizing-up 
* orders. 


5 A complete line—five groups of goods—Rubber Foot- 

* wear, Canvas Sport Shoes, Summer Sandals, Leather 
Work Shoes, Woolen Footwear, and each of these groups 
offers such a wide range of styles and prices that more and 
more buyers are concentrating on BALL-BAND. 


6 Quantity Discounts, Special Full Case Discounts, and 
* the new Cash Discounts are added reasons why it will be 


profitable to concentrate on BALL-BAND in 1933. 


Write for latest catalog and complete information regarding the New Favorable Terms 


MISHAWAKA RUBBER & WOOLEN MFG. CO. 
280 Water St., Mishawaka, Indiana 


New England and Greater New York dealers may address Dunham Bros. Co., Dept. A., Brattleboro, Vermont 


When writing advertisers please mention Boot and Shoe Recorder 
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well to heed them. Until the past year, individual 
merchants have been almost helpless against a great 
mass movement, which had its beginning in the 
fallacy that we were still a great pioneer nation, 
growing like a boy giant, with an insatiable appetite 
for volume and more volume. 


Recently we had proven to us in 
a convincing and painful manner that our theory of 
continued rapid growth in population and spending 
power was a delusion of optimism and not an economic 
reality. Almost overnight in 1929 we ceased to be a 
people destined for immeasurable wealth by a hitherto 
unknown road of ease, and became a people seriously 
occupied with the real values of life and how to main- 
tain them in the social scale to which we have been 
accustomed. And right then, although our many other 
complexities may still obscure the fact, a new era of 
business dawned. The voice of the Medicine Man lost 
its potency ; the bedtime stories of promotion no longer 
hypnotized an eager public. 

So long as the evil effects of price cutting, lower- 
ing of standards of quality and ballyhoo methods of 
advertising and promotion were merely an inter-trade 
fight, the current was too strong to resist.successfully. 
But the sole results of our inter-trade discussions and 
resistance consisted of stinging resolutions and lofty 
outbursts of indignation. That was as far as we could 
go, because the supreme court of all our destinies— 
the consuming public—was not sufficiently aroused. 
But today, money is no longer cheap, to be had easily 
and spent carelessly. Money is expensive and hard 
to come by. The free-handed American public, faced, 
in this generation at least, for the first time, with 
reduced incomes or, temporarily, no incomes at all, 
has become thrifty. It is seeking values. And all of 
us who are wise will provide those values—at the 
lowest price compatible with good quality—or we will 
go out of business. 


D sing the past ten years | 
have been in fairly close touch with retailers through- 
out the country and during the past several years I 
have been impressed and depressed by the changing 
psychology of some merchandise managers and buyers. 
In the early 1920’s, merchandising executives and buy- 
ers were interested primarily in fine quality merchan- 
dise as important assets of their business and their 
whole comment was how good, how serviceable, and 
how attractive it would be to their customers. They had 
in their minds when making their decision certain cus- 
tomers, or groups of customers, to whom for years 
they had sold merchandse of a definite character and 
their preferences, always expressed in terms of beauty 
and of values, were established on an understanding of 
the wants of a certain clientele. That attitude has 
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F. EUGENE ACKERMAN 
Vice-pres., Julius Forstmann Corporation, New York 

changed definitely. The tendency is to fit every com- 
modity into the lowest price ranges to meet or beat 
all competitors. The phrase “that will serve the pur- 
pose” had replaced the common-sense expressions of 
“what satisfaction it will give my customer.” Instead 
of pursuing what seems to be the logical course when 
selecting merchandise from the highest price down- 
ward, the process is largely reversed. 





There is a simple truism in all aspects of life, 
including business, which too many of us have for- 
gotten, and that is that Quality alone endures— 
quality of mind, quality of matter and quality of 
behavior—all of which may be summed up in the one 
word—“Integrity.” 
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Mc NEELY 


COLORS 


COLORS 
FOR 


Again, McNeely Kid Colors MEN 


for Spring are a triumph of the 
tanners art. 

COLOR 88. ADMIRALTY BLUE 
blends well with the purplish or 


gray blues. 
COLOR 74. JUNGLE BROWN 


is McNeely'’s newest color—a dark 


brown without heaviness. Brown 
accessories will be important to 
blend with the neutral, bright, and 
fruit colors of ready-toewear 


SORREL 


apparel. 


COLOR 99 . . SEAL BROWN SWAGGER 
a very dark brown to accent pas BROWN 
tels or bright colors. 


COLOR 25 .AUTUMN BROWN 

(Indies Brown)—a staple color es= SCOTCH 

pecially good for corrective types. GRAIN 
GOAT 


McNeely’s newest 
creation for men’s 
footwear. Write for 
sample cuttings. 


/ L | | £ Dusk COMPANY AY 


. = McNEELY KID DIVISION 


519 WEST HUNTINGDON ST., PHILADELPHIA, PA. 
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Signs of Early Spring 


January Promotion Plans Prepare Public 
for a Change in Dress 






Putting the emphasis on footwear for cruises and for southern resorts 
may not have produced many actual sales but they did prepare the public 
for an acceptance of white and colors 






Give credit to those merchants 
who, in early January, showed in their windows white 
B. ALTMAN& CO. and colored dresses and accessories to arouse an 
FIFTH AVENUE AT THIRTY. FOURTH STREET interest in the public in clothing and footwear—not 
we 5 for immediate sale but for acceptance in late spring 
eest's Paes . and summer. Those window displays, prepared at 
F ALL WHITE’ White Washette pamper a 3 ee oo 
: or the window shopper, for, if the truth were told, 
se ie oan *f Cr uis¢e SHOES very few outfits will be sold in January for actual 
ae southern wear and use. The basic idea of an early 
showing of spring and summer wear is to prepare 
the public far in advance for a change in dress. 

The outstanding note in the Fifth Avenue show- 
ings is the emphasis on white. In one day’s adver- 
tisements, these shops featured white footwear. 
Some stores used the double emphasis of one window 
for snow-wear and the other window for sun-wear— 
the first for immediate business and the second for 
advance promotion. 

At no time has the whole town given itself over to 
the one theme of “Cruise” promotion as it has at the 
present. Even the Beaux-Art Ball to be held at the 
Waldorf-Astoria January 20 will carry out the 
“Cruise” motif. 

The entire ballroom floor of the Waldorf-Astoria 
will be decorated to represent the lounging rooms and 
upper decks of the liner Ile de France. To assist 
the committee in conveying an atmosphere of authen- 
ticity in their project, the French line will provide all 
necessary ship’s equipment and accessories. Guests 
ner: they come clean arriving in the ballroom suite by stair or elevator will 

cross gangplanks in making their entrance to the 
“liner.” 


with Soap and water The grand ballroom will be embellished to repre- 
sent the great boat (or sun) deck. Two huge red 
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St hema arent tee funnels equipped with genuine ship’s steam whistles 
water facial. It's quicker ... easier ....and the shoes will form the proscenium of the stage upon which an 
themocives are.s smert 25 2 whip. elaborate pageant will be presented late in the evening. 
THESPORT.SANDAL . $10.50 Another example is the “Cruise Shop” of Arnold 
woe. ae Constable. “Ship away from our new Bamboo Built 
ae es Cruise Shop,” is the head of this copy. And a very 
oP a eee attractive bit of copy ties up the newspaper promotion 
with the windows. 
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There's Sales Appeal in 


oTowin Shoes _ 


To see this style is to want it; to stock it is to 
sell it. It has eye appeal and pocketbook 
appeal. Styled to sell and built to make men 
more keenly appreciate what a five dollar bill 
can do in the purchase of fine footwear. 


It’s a typical Uptown value. See it. 























ROBES JOUNSOSGRIND ve 


Branch of international Sice Co. 


ST. LOUIS, MO. 
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A “PS.” a Every Sales Slip 


That Marks the Difference Between 


Three ways of building a retail business. 


l. By getting “new” customers. 
2. By getting the “old ones” to come back. 
3. By selling more to all that come in. 


io “ways” are not listed in 
the order of their importance but rather in the order 
in which the average merchant thinks of them. 

New customers, that’s what we need! Widen your 
territory! Spread out through the state! Reach those 
that you have never reached before! That has been 
the thought uppermost in men’s minds. If you can’t 
get them into your main store, open up a branch 
where these people live. 

No merchant: would admit that he is not anxious 
for his “old” customers to come back. In his thought- 
ful moments he realizes that business is built with 
“old” customers rather than “new” ones. 

Some years ago, a young man making his “inaugu- 
ration” speech as superintendent of a Sunday School 
gave the listeners this slogan. 

“Keep all that you have. Get all that you can. 
Win them all for Jesus Christ.” 

You'll notice that he was interested first in keeping 
those that he had. It costs too much to get new cus- 
tomers and then let them slip away. It has been said 
that you do not make a penny on a customer until 
they have made their second purchase. 

Yet, when you analyze the average business you 
will see that the most effort and expense goes into 
getting “new” customers. 

The third “way” has probably been neglected the 
most. But, during the past year, when merchants 
found it harder to get new customers in, and old ones 
back, his thoughts naturally turned to this method. 

Now the slogan is “Sell everyone who comes in 
something else.” Or “a P.S. on every sale.” 

One of the reasons why this method has been neg- 
lected in other years was because it was the most 
difficult. Too many “clerks” and not enough “sales- 
men” in our stores. 

The dictionary gives practically the same definition 
for “clerk” and “salesman.” I think there is a world 
of difference. A man will feel complimented to have 





a “Clerk” and a “Salesman” 


By A. G. HEIMMILLER, Publicity man for 
S. J. Brouwer Shoe Co., Milwaukee 





you call him a “salesman.” He may be insulted if 
you call him a “clerk.” The principal difference is 
the “P.S.” on the sale. 

The extra sale is by far the most difficult and re- 
quires some real study and training. 

To quote an old slang phrase, “Everybody’s doing 
it now!” Doing what?” making the extra sale? No! 
Trying to... and in many instances making a very 
poor job of it. 

On every hand you hear women say, “I don’t like 
the stores that are always trying to ‘pawn’ off stuff 
on you that you don’t ask for.” Nobody wants to 
be sold. They want to do their own buying. 

Today the third “way” mentioned above, should 
be the first. But, BE CAREFUL or the old customers 
will quit you and the new ones will not come back. 


P ossibly someone is saying 
there is so much danger in this third method maybe 
it would be better to eliminate it entirely.” To this I 
would answer, “If you cannat learn to do it intelli- 
gently and without causing offense, it would be better 
if you discarded the idea.” 

But, let’s not be too quick to do that. It’s the most 
valuable sales builder that we have. 

Dynamite is a wonderful thing when it is properly 
used, but it causes destruction when one doesn’t know 
how to handle it. There’s ‘Dynamite’ in this ‘P.S.’ 
proposition. Handle with care. 

“Possibly the first thing to keep in mind is that a 
‘P.S.’ is not necessarily an immediate extra sale. 
Some of the best ‘P.S’s.’ hide the thought of selling 
the customer something else and merely offer a timely 
suggestion that the customer considers a part of a 
very fine service. It often produces a sale at a Jater 
date and wins the customer to the house. 

“On the other hand, a clerk may create ill feeling 
towards his house by failing to suggest other items. 
The other day I went into a hardware store to get a 
piece of metal. I told the clerk in detail how I wanted 
to use it. There were to be holes drilled into two 
pieces and then bolted together. The clerk sold me 
the metal but never suggested bolts, nor did he inquire 
whether I had drills on hand that were the proper size. 
; {TURN TO PAGE 58, PLEASE] 
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UNITED STATES RUBBER COMPANY 
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Jarman Shoe Co. claim to 
be the world’s largest ex- 
clusive manufacturer of 
men’s and boys’ dress 
shoes. Their stock service 
department comprises 
over 90 styles carried in a 
broad range of sizes and 
widths. In carrying on 
such an extensive stock 
service the problem of 
keeping shoes running 
evenly and truly to stand- 
ard is largely dependent 
on leather of standardized 
quality, beauty and serv- 
ice. The styles illustrated 
are taken from the Jar- 
man “Friendly Grip” line 
and are made of RUBY 
KID. 
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SHOES 


All leathers used in Jarman “Friendly 
Five” shoes are personally selected by 


President J. F. Jarman. 


His choice of 


RUBY KID as their standard specifica- 
tion for all black kid “Friendly Five” 
shoes was based on the repeated beauty, 
service and comfort which RUBY KID 
showed under most careful testing. 


IT’S AN 


EVAN S 
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JARMAN SHOE CO. 
STANDARDIZE ON RUBY KID 
IN 


FOR MEN 


That Jarman Shoe Co. continue to com- 

pletely standardize on RUBY KID is as ex- 

cellent evidence as could be asked that it is 

steadily and consistently running true to its . 

established standards. 

JOHN R-EVANS & COe a ADeLPaia sc tows cinenens ee 
Standard. 


Cvans. Brand 


LEATHER 
ET: 
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PEOPLES 
IDEAS 


Mee is an unusual— 
and successful—method of dispos- 
ing of broken lots of shoes de- 
veloped by C. D. McLarty, of the 
Davis and McLarty Company, 
Inc., operating the Enna Jettick 
Shoe Shop in the Peachtree Arcade 
Building, Atlanta. 


e 
ee a ness 


a 


Among other things, Mr. Mc- 
Larty keeps a complete card index 
list of all his customers, showing 
the size, width, style preferences 
and time of last purchase of all his 
customers. He also keeps a file of 
every advertisement run by the 
store, with two or three copies of 
each advertisement. All of which 
forms the basis for his plan to dis- 
pose of odd lots. 

When he assembles the odd lot 
shoes that must be disposed of, 
Mr. McLarty takes each pair of 
shoes and sits down with his cus- 
tomer list until he finds a customer 
which that pair of shoes would fit, 
not only in size, but in style and 
design. Then he turns to his ad- 
vertising file and selects a picture 
of that particular shoe from the 
advertising. 

The illustration he cuts out and 


Boot AND SHOE RECORDER 
combining THe SHOE RETAILER, Jan. 14, 1933 


pastes at the bottom of an ordinary 
penny post-card. Then he writes 
to the customer whom he has 
selected for the. shoe, pointing out 
to her that he is closing out this 
line and can make her a very spe- 
cial price on it if she wishes to 
come in and secure it before the 
general sale starts. The price is 
given in the message. 

Does it work? Like a charm. It 
does not take much time to prepare 
a post card of this sort—and time 
is what most shoe men have a lot 
of, to quote Amos and Andy, at 
this time. The card goes for the 
minimum postage of one cent. And 
the customer feels pleased that Mr. 
McLarty has given her the special 
attention indicated. All of which 
is to the good. 

The net result of this simple 
method is to clear the odd lots out 
at a small cost—and at a better 
price than could be secured if a 
regular sale were held for the pur- 
pose. 

While everyone—the customer 
as well as Mr. McLarty—is 
pleased. 


optimism of the sales force is one 
of the jobs of the executives, ac- 
cording to Lew Kohn, at Welock 
and Bauer’s, Chicago. Women who 
come in to buy but are fearful and 


HARRY R. 
TERHUNE 


hesitant about parting with their 
money can often be induced to sign 
on the dotted line through the atti- 
tude and talk of the salesman. 
Thought is more powerful than 
mere words and a smart empty pat- 
ter about good times doesn’t fool 
all the people all the time. 

In order to establish a sincere 
optimism among the sales force at 
this store, at the weekly meetings, 
excerpts are read or digests given 
of authoritative articles which 
show an upward trend not only in 
the shoe industry but in business in 
general. 


Md 

said 
Jim Moorhead, of Quincy, Mass., 
“you can sell a man a pair of shoes 
to wear under his arctics, when 
he comes in to buy a pair of the 
storm shoes. If the shoes on his 
feet fit tight, he should have a new 


‘\ 





pair for his own good, and they 
should be fitted roomy, especially 
at the toe. Just tell him that rub- 
bers, or arctics, sweat his feet. He 
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pW. . Foot Relief 


which will Pay You a Profit} 


9 5% of the Shoes. Manufactured Today 
O Lack Support to the Metatarsal Arch 


Women’s shoes notonly lack support, but are shaped to form a 








pocket that allows the metatarsal heads to drop into, entirely 


destroying that important arch. This causes tired, aching feet, 


burning soles, callouses, tenderness and severe cramp-like pains. 


Dr. Scholl’s 
META-REST INSOLE 


is designed and constructed to fill this very 
important gap in the foot specialty field. 
It is made of the finest quality russet leather 
with a sponge rubber pad cemented 
between the upper and bottom leather, 
thereby relieving pain in the metatarsal 
region and restoring shapliness to the feet. 
Fits invisibly and is especially adapted to 
Scientifically designed ladies’ shoes; is cemented into the shoe, 
cert pr Rie therefore, becomes a part of the shoe itself; 
the metatarsal arch. makes every style shoe comfortable; and 
Fits invisibly. in: any affords a comfortable covering and cushion 


shoe ...Women’s and 
ected: to the heel and shank of the shoe. 


a 


} 


SNOUISwa 
LINIWID 
ZIOSNI LSIYVIIW 





iB 


Send in your order NOW and cash in on the fine profit this fast, easy 
selling item offers you. Sizes—Women's: 5, 4, 5, 6, 7, 8, 9. Men's: 6, 7, res eenictiintdeiabeaiiieii 
8, 9, 10, 11, 12, 13, 14. Wholesale Price, $12.00 dozen pairs, complete. seal tet enemaaiin anita 
inner sole of the shoe and 


for that purpose a tube of 
THE SCHOLL Merc. Co., Inc. . inerrant 
The Largest Makers of Foot Comfort Appliances in the World plicating brush is packed 
CHICAGO NEW YORK TORONTO LONDON with each pair. 
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knows it to be so, for he has had 
experience, and nine times in ten, 
he will tell you that’s why he 
doesn’t like to wear storm shoes. 
Inform him that if the toes of his 
leather shoes are roomy, he will 
suffer less from sweaty feet when 
he has his storm shoes on. And, 
so doing, you may sell him a pair 
of leather shoes, as well as a pair 
of overshoes, especially if he is a 
person who is particular about his 
footwear.” 





> ae foot 
strain—it gets fairly common in 
winter, and the worse the walking, 
the more of it. James D. Lovell, 





of Lovell’s Factory store in Lynn, 
doing a made-to-measure shoe 
business, speaks of it, in a manner 
thus—in comes the customer and 
says, “These shoes hurt my feet.” 
An examination is made right off. 
The first question, of the prelimi- 
nary examination is, “Did you slip 
when walking along the streets 
lately?” Nine times in ten, if not 
oftener, the answer is “Yes.” 
Sometimes a trip on a stairs, or a 
jerk when walking off a trolley car 
or a train is mentioned. The nature 
of the accident being determined, 
and information being had as to 
whether it’s the right or the left 
foot that suffers, the investigation 
is continued, this time in detail, un- 
til the strain is located. Then the 
damaged joint, ligament or muscle 
is bandaged up, and the customer 
finds to his amazement that the 
foot feels good again, and that the 
shoes hurt no more. 





; J . C. Mer cer, 
owner of the Corner Shoe Store, 
Lathrop, Ohio, has boosted sales 
more than 40 per cent by taking old 


‘ Jar store schedule. 





shoes in exchange for new ones. 
The stunt is attracting persons of 
all classes and was first put into 
action by a newspaper advertise- 
ment worded thus: 


WE WILL PAY FIFTY CENTS 


for your old shoes as a trade-in on 
~~ new pair in our stock. 

ere is a chance to get rid of your 
depression footwear, and get paid 
for doing it. 


CORNER SHOE STORE 


“Thousands of persons, espe- 
cially in rural districts are trying 
to beat the depression by wearing 
decrepit footwear,’ Mercer ex- 
plained. “These folks as a rule can 
not be attracted by ordinary store 
advertising, and after failing in 
several attempts we decided that 
the best way to sell such folks new 
shoes was to buy in their old one. 

“Our stunt was put to work in 
late winter when rural money is 
supposed to be tight, but within a 
week after our advertisement ap- 
peared we began to sell shoes. 
Farmers brought their entire fam- 
ily to our store, and each member 
usually had a pair of old shoes to 
‘swap’ for new ones. Contrary to 
our surmise, these folks did not 






ONLY GOT 
— 00 MILES 
; ON FHEM 
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select the cheaper grades of stock, 
and the big majority of calls were 
for high grade footwear. Many of 
these customers told us that this 
was the first purchase of new foot- 
wear in twelve months. Many of 
the shoes brought in bore testi- 
mony to that effect. 

“The accumulation of shoes was 
piled in our basement, and the best 
of it was passed out through char- 
ity channels. ° 

“This stunt took the place of 
special sales, and price-cuts, etc., 
and was carried out without con- 
flicting in any way with our regu- 
Before the 
month was out, our sales had been 
boosted more than 40 per cent, and 
we were getting new business from 
practically every section of our 
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territory. This increase in sales 
has been strengthened as the sea- 
son advanced, and we are now sell- 
ing footwear to scores of country 
folks who formerly passed us by.” 





Window demonstrations 
have proved effective sales pro- 
ducers at the Shonsbye-Beck Shoe 
Co., Pueblo, Colo. 

Living models are used in these 
demonstrations. Throughout the 





day of the demonstration an at- 
tractive girl wearing a featured 
hose and pair of shoes sits in the 
window. A number of different 
items in both shoe and hosiery lines 
are modeled during the day. Signs 
in the display point out the fea- 
tures of the merchandise as brought 
out on the living model. The girl 
also points out these “selling 
factors.” 

“A ‘stunt’ of this kind hardly 
ever fails to pack the sidewalk with 
spectators and we have found that 
a good many direct sales result,” 
said Manager H. R. Thompson. 
“A demonstration makes a very 
definite impression on lookers and 
even though they do not buy at the 
time, they are more than likely to 
come in when they are in the mar- 
ket for shoes or hosiery.” 





Stan of fabric, 
that are dyed in the store, should 
first be cleaned by the clerks, and 
that’s especially so if the shoes 
have been worn a few times be- 
fore they are brought back to the 
store to be dyed to a new hue. 
That’s the recommendation of 
Jesse Gitterman of Boston, an au- 
thority on fabrics and the dyeing 
thereof when the fabrics are made 
up into shoes. A spot of dirt or 
dust, if left on the shoe, will spoil 
even the best job of dyeing. 
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Sec Chactieclicg Navy. Dues 


 _ Blue No. 1350 


A new navy-blue kid with a violet undertone, 
for the woman who wants her navy-blue shoes 
to harmonize with the prevailing cast in cos- 
tume blues for spring. 


| No. 1312, 


A staple navy-blue, which is repeating its 
success of last season. 


be (Vows Crstle | sil thes 2. hia 


Samples by request to -/ 1702-100 Gold Areet, (New York 
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IF 
WINTER 
COMES 


Can spring be 
far behind? 












AND THINKING OF SPRING CARRIES OUR 
THOUGHTS TO NEXT SUMMER WHEN 


ZAPON 


BEACH SANDALS 
Ano SUMMER SHOES 
will be the vogue in smart watering places 


and mountain resorts. Zapon has again 
demonstrated its leadership in the field. 










Zapon, in leather cloth, and Izarine suede 
are always in tempo with the latest style 
and color trend. Slippers and summer 
shoes in Zapon have a sales magnetism 
whenever displayed. 












THE ZAPON COMPANY 


A Subsidiary of Atlas Powder Company 







Stamford Connecticut 









' said of all service leather whites last year. 
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SERVICE LEATHER GOES MARCHING ON 


[CONTINUED FROM PAGE 16] 


ice leather fits in with the woolens now in demand. 
Angoras and “hair fabrics.” One of the style leaders 
using the leather calls his material “Thistle Suede” ; 
a name that suggests the smart shaggy surface of the 
leather as well as its non-scratching qualities. 

From the manufacturing angle, the larger skins 
cut to advantage. Since the skins require no backing, 
the labor cost is also reduced. 


How Is Service Leather Being Merchandised? 


As a sports type of unusual character, the service 
leather shoe, in the average shoe store, is obviously 
an extra pair proposition. Considered as a new fash- 
ion, merchandised in limited quantities, it has promo- 
tional value, but could not be expected to reach 
volume importance. 

In two types of stores, however, service leather is 
proving a sales-maker as well. In the first group are 
stores selling high-style, better-grade shoes to women 
who go in for country clothes and sports footwear. 
Abercrombie and Fitch are successful with service 
leather. Babers, on Madison Avenue, New York, 
are also enthusiastic. A moderate-heel, service 
leather oxford is one of the best-selling shoes in the 
store. 

The second group includes stores selling lower- 
priced shoes to the school and college girl trade. At 
$3, service leather is moving in low-heeled types. In 
the middle price ranges the demand is spotty. 

Service leather makes an all-year-round shoe, al- 
though it has no special advantages for winter, since 
it cannot be guaranteed as waterproof. Its flexibility 
recommends it for the summer. The spring and fall 
are its most logical seasons. And since sports shoes 
are always at their best in the spring, with the golf 
season ahead of us, right now is a good time to feature 
the idea. 


How Is Service Leather Styled? 


Service leather is well adapted to the making of 
non-stretching, unlined shoes on moderate heel lasts. 
Because it can be easily punched, it lends itself well 
to the perforated types now in demand. The monk 
shoe, the ghille, the oxford, the moccasin style (it 
is not adapted to true moccasin construction) and the 
broad T-Strap sandal are all being shown in service 
leather. 

Ruddy brown is its best color. Neutral shades of 
buff color and gray to match leather coats were shown 
in the fall for the college trade and are being con- 
tinued for spring. These lighter colors also appear 
in high-style shoes, gray being particularly smart. 
The leather is also being produced in a good, clear 
white for this summer, which is more than could be 
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MAKE SHOE SELLING PROFESSIONAL 


[CONTINUED FROM PAGE 28] 


will cure itself, provided we all individually do our 
job well. 

First—I would advise every retailer to simplify his 
stock, to forget the exotic style mania of the past. 
Let’s rig our stocks with good practical proven lasts. 
Let’s limit this assortment as much as possible in tune 
with the fashions of the day. Let’s have plenty of 
sizes and widths, so that a professional service, a con- 
scientious service can be rendered. Let’s make up 
our minds to have a moving stock, rather than a big 
assortment that can not be turned over. This is no 
time for expansion. It is time to take care of what 
we have, and, if losses are inevitable, to reduce these 
to the minimum. 

Second—You must keep reducing your overhead 
in line with your sales. Remember that every dollar 
today is as forceful as $1.50 was in 1929. Therefore, 
a reduction to that degree is not burdensome in the 
light of what it buys. This applies to your own salary 
as well as to the salaries of your clerks, your book- 
keepers and your general help. 

Third—Perhaps the most embarrassing situation to 
the average retailer is the high cost of rent. Real 
estate has not been liquidated as have bonds, stocks, 
and commodities. Real estate is loath to take its 
losses. It hesitates to mark rents down to the reduced 
sales possibilities of a store. So long as a merchant 
remains solvent they hope to collect, but no retailer 
whose sales have fallen nearly one-half can possibly 
pay the rents on this basis, and inevitably he must 
fail. 

Every merchant interested in the welfare, the pros- 
perity of this country must insist that these rents be 
marked down to the basis indicated, and this policy 
in the long run is to the interest of the landlord him- 
self. When a landlord refuses to play his part in this 
reconstructive program you can not blame an honest 
business man for going through a receivership in 
order to enforce liquidation of his rent to a proper 
basis, for such action is rather constructive under 
present conditions, and should not be looked upon in 
the light of past business failures. 

Fourth—When you have succeeded in regulating 
your rents and your wages on the basis of present 
sales, there is no reason why this liquidation should 
not put your business again on a profitable basis, for 
I do believe that our liquidation is complete today, 
and our troubles will be lightened by that fact. At 
least our inventories can now be taken on the basis 
of the present market; and outside of odds and ends 
and undesirable style merchandise we will not have 
to reduce them. 

Give your customers everything the market gives, 
but see to it that your mark-up isn’t disturbed. Let 

[TURN TO PAGE 64, PLEASE] 
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IN STOCK A TO E 
No. 900 Chocolate Elk; DOUBLE 
oak sale. 


No. 910 Chocolate Elk; Kicker Toe, 
Gro-Cord sole. 

No. 902 Bink Elk; DOUBLE oak 
sole, 


Send for 
Catalog 


Popular with All Workers— 
NEW DAW SEAMLESS 


SHOE 


T’S the pioneer shoe of its kind—with many thousands 
of satisfied wearers. 


Now made exclusively by us—Goodyear welt PLUS Pat- 
ented Improvements. No lumps, no ridges, no stiffness. 
Lower prices. Samples on request. 


CHIPPEWA SHOE MFG. CO. 








Chippewa Falls, Wis. 
nnn Aer" Lawn 
SHOE 
BA, STYLED 
CONN Gea: SHOES 
§ In GENUINE 

KANGAROO 
$985 





Style No. 8506-S 
Eton Last 

Black Kangaroo 
A to D—Sizes 6-11 
Complete Catalog 

sent on request 
CONNOLLY 

SHOE CoO. 

STILLWATER, MINN. 
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UNITED SHOE MACHINERY CORPORATION 
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SHOE PRODUCTION FOR NOVEMBER 1932 








WASHINGTON, D. C.—The Depart- 
ment of Commerce figures just released 
for this week shows that the 1086 fac- 
tories reporting indicate a decrease of 
24 per cent from October, 1932, and an 


Kind 


Boots and shoes, total 
High and low cut (leather), total 
Men’s (dress shoe, work shoe) 
Boys’ and youths’ 
Women’s 
Misses’ and children’s 
Infants’ 
Athletic and sporting 
Part leather and part fabric 


All-fabric (satin, canvas, etc.)......... 


increase of 35.7 per cent over Novem- 
ber, 1931. The following chart shows 
the percentages for the corresponding 
eleven months of 1931 and 1932. This 
is an increase of 2.3 per cent over 1930. 


Per Cent of 


Change 
Jan.-Nov. 
1931-1932 


Ce 


Slippers and moccasins for house wear, total 


All leather 


Part leather, felt, etc. ............... 
Barefoot sandals, play shoes, etc. ....... 


Ce 
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The report further classifies the production by States as follows: 


Factories 
Represented 
November 

1982 


State 


25,124,285 


Massachusetts 
Missouri 

New Hampshire 
New Y 

Ohio 
Pennsylvania 
Wisconsin 

All other 


November 


Per Cent of 
Change 
Jan.-Nov. 
1931-1932 
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Number of Pairs 
Jan.-Nov. 
1932 


293,169,375 
20,534,457 
17,120,598 
70,128,277 
33,684,127 
19}439,175 
63,894,339 
10,327,969 
14,051,101 
14,151,564 
29,837,768 


1932 


1,644,599 

958,013 
4,772,490 
2,905,180 
1,131,660 
7,021,880 

610,820 
1,261,416 
1,323,389 
3,494,838 
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Exchanges to Consolidate 


A proposal to consolidate the hide, 
metal, silk and rubber exchanges of 
New York into a central commodity ex- 
change has been approved by the gov- 
ernors of these exchanges, and is being 
submitted to members for a vote of 





confirmation. 


Reports Good Trade 


Des MOoINEs, Iowa—V. E. Meline who 
opened Meline’s Shoes, a new store for 
popularly priced footwear, early in De- 
cember, reports good patronage for the 
opening week. His remodeled store has 
been furnished with blue as the pre- 
dominant note. 





Canadian Hide Problem 


TORONTO—“It would be a God-send if 
we could get rid of some of our surplus 
hides,” declared William T. Mills, presi- 
dent of the Canadian Hide and Skin 
Company when asked if it would be to 
Canada’s advantage to accept Russia’s 
offer of petroleum products in return 
for $7,000,000 worth of hides and catile. 
“We have a surplus here in Canada 
which is growing year by year. As 
things are now, Canadian hides have 
no market but Canada, which, in addi- 
tion, imports a quantity of hides from 
the United States.” 

He favored world-wide trade but had 
not yet formed an opinion on accepting 
petroleum products in payment. “I’d 
like to hear what the gasoline men have 
to say to that,” he said. 

“Any government that rejects the 
offer by Russia shouldn’t be the govern- 
ment any longer,” asserted Benjamin 
B. Smith, of Smith and Belick, Toronto 
hide brokers. ‘Russia couldn’t have 
made a better offer, particularly in view 
of the better-than-market-price they 
say they are ready to pay. 


Hide Market Firm 


New YorK—A marked gain in par- 
ticipation and narrow price fluctuations 
were the outstanding features of the 
hide futures market during the first 
week of the new year, the active 
options during the period ended Jan- 
uary 6th ranged from unchanged to 10 
points lower. Sales for the four-day 
week averaged close to a million and a 
half pounds daily. 

The domestic spot hide situation was 
featured by a gain of a half cent a 
pound which followed the previous 
week’s upturn on the New York Hide 
Exchange. 

Members of the New York Hide Ex- 
change on Monday, February 6, will 
ballot on the proposal to consolidate 
with the Metal, Silk and Rubber Ex- 
changes. 
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Some Novelties in Bags 


CuHIcaco—A new handbag shown by 
Chas. A. Stevens & Co. is advertised as 
a “commuter’s bag.” It contains two 
pockets, one for what-nots and the other 
for money, besides a special compart- 
ment for a note-paper pad. In the back 
is a space which is large enough to hold 
a full-size book which one can read go- 
ing to and fro on the trains. It is of felt 
with leather trim and the usual initials. 
It sells for $2.95, without the initials. 

A “gad-about” bag, shown earlier in 
the season, made of felt, with note-paper 
pad and pencil under the front flap, has 
been so popular that it is now being 
shown in sturdy calfskin with a large 
chromium button on which the initials 
can be engraved. It has a back strap. 

Carson, Pirie Scott & Co. is show- 
ing a bag with an entirely new gadget, 
which gives it its name, “As You Like 
It.” The novelty consists in being able 
to slip out the piece of leather which 
carries the monogram in order to sub- 
stitute a strip of leather of red, blue, 
white or some other shade to match or 
contrast with gown and shoe. These 
strips are slipped into an open pocket 
and are easily removed. Leather in- 
serts sell for 25 cents apiece. The ini- 
tials are at various prices. Bags are 
$2.95 and $5.00. Extra trinkets like 
this allow considerable mark-up on 3 
bag, and these are proving nice little 
profit makers, it was pointed out here. 


Has 14,174 Perforations 


‘ROCHESTER, N. Y.—E. P. Reed & 
Co., makers of Matrix Shoes for wom- 
en, have brought out a new perfo- 
rated design—“Lacette”—which was the 
occasion of much comment at the re- 
cent seasonal opening in New York 
City. A pair of three-eyelet ties using 
the Lacette design has, by actual count, 
14,174 perforations—about five times 
as many as any ventilated shoe has 
ever used before. So tiny and fine are 
these perforations that the leather has 
the effect of a new and lovely material. 
Lacette is equally beautiful whether 
used as an all-over design or only on 
the vamp in combination with a plain 
quarter. It will be featured in ties, 
step-ins, and one-straps. 

Stylists: who have seen “Lacette” are 
prophesying it will have a tremendous 
appeal because of its airy lightness and 
great flexibility as well as its exceed- 
ingly smart appearance. The “Lacette” 
design is fully protected by a United 
States patent and will be exclusive in 
Matrix Shoes. “Lacette” is as out- 
standing in the realm of style as the 
Matrix molded sole “Your Footprint in 
Leather” is in the realm of comfort. 


Says Water Snakes Are Good 


Cuicaco—Retailers will make no mis- 
take in featuring water snakes as the 
first shoes for early spring, according 





to S. S. Katz, buyer of shoes, at the 
Fair. He has already placed orders 
for shoes of this material in ties and 
pumps with a few straps. This is a 
material that years well and looks well 
with early spring togs. In speaking of 
the new wide T-strap, Mr. Katz says 
that as yet he has not ordered any of 
these. 

Whether or not this new strap is 
going to be a good seller is still a ques- 
tion with retailers here, women pre- 
ferring the daintier appearance of the 
narrow strap, as it is pointed out in 
various quarters. 








MUFF AND SHOE MATCH 


Paris, Fr.—Philippe & Gaston have designed 
a new phantasy as illustrated above. Both the 
muff and shoe are of the same material, Breich- 
wantz. The shoe is a three eyelet oxford, all 
te of the one fabric, including the covered 
el. 








Summer Shoes for Men 


Cuicaco—Punched shoes for men in 
both square and round perforations will 
be good for summer wear, reports H. J. 
Schneider, buyer of men’s shoes for 
Feltman and Curme. Many black and 
white combinations will be shown, for 
instance, white with heavy piping in 
black around the vamps. 

Tans are looking up right now. 
Higher heels (9/8) and much more 
pointed toes are coming into favor for 
men’s wear. 

Men are buying better grade shoes 
right now than women are, according 
to Mr. Schneider. 


Aids Hosiery Selling 


SPRINGFIELD, ILL.—One of the spe- 
cial features in connection with the 
opening of the new Famous department 
store, Dec. 15, was the personal ap- 
pearance of Miss DeMoss in the hosiery 
department, who gave advice on the 
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ASKING FOR SPRING SHOES 


DALLAS, TEX.—Two weeks before Christ- 
mas, Dallas women were asking for Spring 
shoes in greyish beiges and beigish greys, an- 
nounced W. L. Clary, shoe byer at A. Harris & 
Company. “Southern women welcome Spring 
shoes early because the climate is milder, and 
their minds turn to Spring fashions earlier,” 
Mr. Clary said. “It is already evident that 
Chinese heels will be favored in Texas, and 
that only exceedingly simply trimmed shoes 
will appeal to our more smartly dressed 
patrons.” 








proper method of washing hosiery. 
This method was offered free of charge. 

Miss DeMoss, an expert in this field, 
gave hints that were invaluable in pre- 
serving the life and fresh appearance 
of sheer hosiery. 

Miss DeMoss was at the Famous all 
week, situated on the first floor of the 
building in the hosiery department, 
which is located in the shoe department. 


New Leather 
Boston—Speaking of leather, wh 
ever has sold a pair of shoes of llama 
leather? The llama is the South Amer- 
ican cousin of the camel of the Sahara. 
Tanners occasionally put through a few 
llama skins, and have a deal of diffi- 
culty in so doing, for the pelts are 
mostly necks and legs, and have a way 
of getting knotted up in the wheels. 
That’s one reason why llama skins, also 
camel hides, are not added to the list 

of strange leathers. 


Demand for Short Vamp Shoes 


Cuicaco—The demand for short 
vamp shoes is on the increase here, ac- 
cording to retailers. Some feet are at 
their best in this type of shoe. Young 
women who have always favored short 
vamps but have had to be satisfied with 
other types during the dearth of these 
in the market, are beginning to return 
to their favorites now that several of 
the important stores are carrying them 
in selective models. 


Wax Calf 


Good old wax calf is still to be found. 
At least one American tanner keeps on 
making it. And a little is imported. 
Who remembers when wax calf boots 
were as common as motor cars? “One 
of the best leathers,” comments a tan- 
ner. “But, alas and alack, there are 
few who know how to dress shoes of 
wax calf leather, and that’s one reason 
why more of it is not worn.” 








SQUARE HEEL 


A new beach clog, for winter resort wear, 
has a heel of wood as square as the wooden 
block of the kindergarten. The sole is also 
from the wood yard, though it’s cut in regular 
sole contour, while the upper was cut from 
the bath room towel. That heel—did anybody 
ever see square heels even in modernistic, 
futuristic and cubistic days. 
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A FAMILY SHOE STORE GOES MODERN 


MoBERLY, Mo.—When interviewed as 
to the underlying reason for doing such 
a fine job in remodeling his store in- 
side and out, Joe W. Mullen whimsically 
said: “There is no good luck story at 
all behind this store. No fairy god- 
mother or beneficent Santa Claus show- 
ered down gifts on me. Quite the con- 
trary. I was compelled by necessity 


to become my own architect—right in 
the worst times I have known in my 
38 years as a shoe man. What with 
resilvering mirrors, refitting panels 
and so forth, I have been able to achieve 
the result as shown above. New furni- 
ture, new fittings, new paint, and new 
shoes made the place take on a sparkle 
that more than repaid the effort.” 








Cline Moves in Hollywood 


Los ANGELES—Chas. D. Cline, owner 
of the French Slipper Shoppe, has 
moved into new quarters on Hollywood 
Boulevard, occupying a remodeled 
structure designed in an ultra modern 
manner by one of Los Angeles’ fore- 
most store architects. 

At the back of the long, narrow store, 
separating the display room from a 
credit alcove and wrapping desk, is a 
built-in showcase of sandblasted plate 
glass with Dural metal strips set in the 
glass. Each end of this partition case 
is equipped with lighting sections of 
opal diffusing glass behind which illumi- 
nation is concealed. The case is il- 
lumined at night and may be seen from 
the outside by window shoppers. Stock 
is concentrated at the back. 

A footlight scheme has been worked 
out for the wall mirrors, lighting being 
placed in glassed boxes at the base of 
the mirrors so that illumination may 
be thrown upon the footwear as it is 
tried on by customers. A stairway, 
again with Dural metal rail, leads to 
a second-floor room, as yet unfurnished, 
but to be used later, according to Mr. 
Cline as a special salon. Lester Baymer 
is manager of the new store. Cline’s 
other shops are located, one on South 
Flower Street and another in the Wil- 
shire Boulevard store of Myer-Siegal, 
exclusive dress and accessory store; a 
third is located in the Hotel Roosevelt, 
Hollywood. Bags, shoe ornaments and 
hosiery are carried in addition to foot- 
wear. 





Has Staff Party 


BostoN—M. P., Gaddis, manager of 
the Hutchinson, Winch branch, of the 
International Shoe Co., gave a family 
party to his staff at the Boston Cham- 
ber of Commerce last week, the party 
following the 18th annual salesmen’s 
conference under Mr. Gaddis’ direction. 
Everybody was invited, and of the 130 
members of the organization 115 were 
present. It is interesting to note that 
no change has been made in. the organ- 
ization the past year, and that it has 
just as many members as it did four 
years ago, plus one member who was 
added. Mr. Gaddis addressed the gath- 
ering in his characteristic way. Thomas 
F. Anderson, secretary of the New 
England Shoe and Leather Association, 
and a guest, spoke of the family party 
spirit in industry. 


Models in Wyman’s Shoes 


BALTIMORE, Mp.—Wyman’s shoes, 
from the Wyman shoe shops, of Balti- 
more, Md., were worn by the debutantes 
and members of the Junior League, 
who acted as models in the fashion show 
which featured the formal opening of 
the New Clayton Shops, women’s ap- 
parel, at 10 West North Avenue, Balti- 
more, Md. The newst modes in foot- 
wear—suedes, kidskins, patents, etc., in 
all the season’s leading shades and 
styles, were worn in harmonizing and 
matching effects by the models. 





The Podiatread is furnished with either 
broad rubber lift (left) of modified Dr. 


Moulded 
Leather Saddle 


Treadeasy 
Podiatread 


STABILIZE 


Your Business 


With high styled shoes being sold 
at ruinous prices, dealers have 
found that women who wear 
Treadeasy Podiatread Shoes have 
not been lured away. 


The Podiatread is the sensational 
new orthopedic shoe with the 
moulded leather saddle (attached 
to the innersole) that supports 
the inside longitudinal arch. It 
is the standard by which other 
orthopedic shoes are judged. 


Let us tell you how we are help- 
ing other dealers build up a suc- 
cessful orthopedic business 
ihrough our special promotional 
work, 


REG.U.S. PAT. OFF. 


PODIATREAD 


Thomas heel (right). 





—~— 





P. W. MINOR & SON, INC. 


BATAVIA, NEW YORK 
New York Sample Room 


Room 429, Marbridge Bidg. 
47 West 34th Street 
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Men’s Shoes 




















Boor aND SHOE RECORDER 
combining THE SHOE RETAILER, Jan. 14, 1933 











A GOOD SHOE CUSTOMER IN ACTION 








BROOKLYN, N. Y.—Here we have 
Eddie Cantor in Lazan Bros.’ shoe store 
being fitted to the shoes he wore in 
his new picture, “The Kid from Spain.” 
Lewis Lozan, a life-long friend of Can- 
tor’s, is doing the fitting act, as he has 
for many years. Right over his shoul- 
der may be seen Harry Lazan, man- 
ager of the store. 

Cantor likes easy-fitting shoes, and 
is never given to wearing narrow toes 
or extreme styles. He is an “easy” 
customer, buying what his old friend 
suggests, and never fusses. On this 
occasion he bought a pair of black-and- 
white sport shoes, together with a pair 
of all-brown and a pair of all-black 
oxfords. Cantor always wears size 9A 
and is good for from 15 to 18 pairs of 
shoes a year. 








Cantor Is Buying 








t+ 
“ ae SHOE 
OLD COLONY SHOE CO 
TRS | Brockton, 
Hp | ~ MASS. to HI eT 


RE phot 
Z bee 
().. A. PACKARD CKARDCO., Makers 


= 


Shoes Now Retail $8.50 Up. 


A. E. NETTLETON CO. 
8. W. COOK, President 
Syracuse, N. Y. 





























FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


Both lines carried in stock. 


- FOR MEN 
J. P. SMITH SHOE CO. . 
Chicago, Ill. 
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Emil C. Held Transferred 


LYNCHBURG, VA.—Emil C. Held, who 
has been in charge of the Bob Smart 
Advertising Department at the Harsh 
& Chapline factory owned and operated 
by Craddock-Terry Company, has been 
transferred to the home office here. His 
many friends will be glad to know that 
he has been appointed general advertis- 
ing manager for the company, and, 
through the Procter & Collier Adver- 
tising Agency, will feature the famous 
lines of Natural Bridge Corrective 
shoes for women, Billiken shoes for 
children, and Bob Smart shoes for men. 

Mr. Held has already arranged to 
have the above lines advertised in such 
trade journals and magazines as 

The Boot and Shoe Recorder 

The Coast Shoe Reporter 

The Saturday Evening Post 

Ladies Home Journal 

Good Housekeeping 

Nurses Magazine 
and many other publications will be 
included later. 





H. G. Lash Named Manager 


CANTON, O.—Henry G. Lash, for 
many years identified with retail shoe 
merchandising in Canton, has been 
named manager of the Canton store of 
the Hanover Shoe Company, Market 
Avenue N. He succeeds Logan Wolf- 
sperger, killed several weeks ago in an 
automobile accident. Lash for several 
years was manager of Weil’s women’s 


shoe store here until it was discon- . 


some time ago. 





Blades Succeeds Shaw 


Brockton. — Carlton R. Blades, for 
many years transportation chief of the 
George E. Keith Company, Brockton, 





manufacturers of “Walk-Over” shoes 











has recently been appointed head of the 
order department of the company, the 
vacancy having been recently created 
with the resignation of Everett Shaw. 

Mr. Blades, who will continue to 
supervise his former department, is 
well known in civic and social affairs 
of his city being a director of the Cham- 
ber of Commerce and the Brockton Fair 
for many years. 





Retires from Active Duty 


St. Lovis—George S. Cort, superin- 
tendent of Moulton-Bartley, Incorpo- 
rated, after many years of service has 
been relieved of responsibility of active 
management of the factory and has 
been succeeded by James Brady, for- 
mer superintendent of the Pennant 
Branch of International: Mr. Cort re- 
mains with the company in an advisory 
capacity. 





Honors Brockton Man 


BrockTON.—James L. Twohig, man- 
ager of Thompson Bros. Shoe Com- 
pany’s retail department, recently re- 
ceived announcement of the award of 
the Purple Heart medal from the War 
Department, for meritorious service. 
Twohig, was wounded at Soissons, 
where he distinguished himself in 
action. 





A Splitting Authority 

PreaBopy, Mass.—Thomas H. Mul- 
herin, of the Turner Tanning Ma- 
chinery Co., is visiting the leather mak- 
ing centres of Europe. Mr. Mulherin is 
an authority on the construction and 
operation of belt knife splitting ma- 
chine. Now there’s a machine. Its 
belt, long enough to reach across the 
street, and having an edge like a razor, 
split hides into two parts, so that the 
tanner has two pieces of leather where 
he had but one before. The split, 
properly made, varies not more than a 
hair’s breadth. Fine work. 
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1 size for men— | Just a squeeze 


to insert or 


2 for women— remeve 
3 for children 


ATL _ PRICE 


RIGIDLY MAINTAINED 





WRITE FOR UNIQUE 


SALES/ PLAN 


There are four major reasons why the SIMPLEX f@ Tree and the Simplex Sales Plan will minimize “grief,” make 
the time of each clerk more productive and put j happier figures in your ledger. Briefly stated, they are . . . 
. 1—Customers are going the limit in whittling down jy oon shoe prices but expect as much from the shoes. The “grief” 


that comes from quick loss of shape can be averted } by the use of these trees. . . . 2—There should be a pair of trees 
for each pair of shoes in use, and the Simplex Sales Plan brings this within reach. . . . 3—Small run of sizes and 
convenient source of supply enable you to keep stocked at negligible cost. .. . 4—It’s the work of a moment to sell 
SIMPLEX Shoe Trees by our unique sales plan. Write today for the plan. 


SIMPLEX 


SELF ADJUSTING SHOE TREES 





SIMPLEX SHOE TREE CORPORATION 
1472 Broadway, New York 105 W. Adams St., Chicage 








When writing advertisers please mention Boot and Shoe Recorder 





WHERE TO BUY 


Men’s and Women’s 
Slippers 


. & CHASE & sen Tate 
- HAVERHILL, M 


fe Steck Men's Full nn Lined 
Handturned Silppers 

Priced from $1.60 

Kid Pullman Slippers 

colors and Black with 


Eipter Pocket $1.50 





QUALITY 
KID D’ORSAYS 


TO RETAIL AT $1.00 


Padded Sole, Cuban H 1 
Red, Fa or Back Kid. 


Write for - catalog 

FREEMAN THOMPSON 
SHOE COMPANY ~ 
St. Paul, Mina. 





Black Kid Turned 1 Strap 
Kid Lined—whole strap 9 
iron bend sole 12/8” heel 
> In Stok C, D&E 
$1.35 


with built - up 
sold tea. heel 


$1.45 





MEN’S FULL LEATHER LINED , 
GENUINE HAND TURNED : 


Slippers $1.35 
Black, Tan, 


$1.35 


in Stock 
Everetts 


Rowley, Mass. 








WILBUR K. FOSTER, 


Se 6 6 6 EF re Ei re ee 


WHERE TO BUY 


Children’s Footwear 


ied oa Ee re 





MRS. DAY’S IDEAL BABY SHOES 
infants’ Soft Soles...0-3 
intermediates 
Flexible Hard Soles. . 

Send for In-Btook 
Catalog 


MRS. DAY’S IDEAL BABY 
SHOE Co. 











= 
& 
me 
G.H.BASS & CO, sceinte 
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New Construction Features 


MarRiBoro, Mass.—The Curtis Shoe 
Company offer two new developments 
in men’s shoes, the “Full Fashioned” 
heel, and the “Springfit” Arch. Both 
features are the result of much experi- 
mentation and study to refine the shoe, 
to make it more comfortable to the 
wearer, and to provide retailers with 
definite, concrete features that meet the 
trend toward foot health with finer 
appearance. 

The “Full Fashioned” heel, in brief, 
makes the shoe look better, fit better 
and wear better. For one thing, it does 
away entirely with the tack hole in the 
back found on most shoes. The pur- 
pose of the tack is to keep the counter 
from sliding around, and to hold the 
back seam straight. In the 1933 Curtis 
shoe the back seam is eliminated, and 
now there is no necessity for the tack 
to equalize the stretch in lasting. 


The “Full Fashioned” Heel 


Another advantage of the “Full 
Fashioned” heel is that there is no 
bunch at the top of the back, since the 
quarter at the top has been done away 
with. The back seam has no chance to 
rip or open up. Because of this both 
the retailer and the wearer are relieved 
from any worry that this portion of the 
shoe will be unsatisfactory. The 
wearer also finds that his socks last 
longer, and his feet feel more com- 
fortable by the snug fit of the heel. 


The “Springfit” Arch 

The “Springfit” Arch is a patented 
feature in Curtis Arch Ease shoes, 
which incorporates a piece of leather 
especially designed and is sprung on 
and permanently fastened to the inner- 
sole in such a way that it supports the 
arch of the foot and gives the wearer 
that snug fit that makes shoes so com- 
fortable. 

This patented feature does really 
more than this. People very often, due 
to the conformity of their feet, buy 
shoes that are roomy in the ball, and 
these shoes after being worn several 
hours have a tendency to allow the 
foot to slide forward. This naturally 
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is very uncomfortable and the patented 
feature will hold the foot back where it 
belongs in place. 

In the Curtis Shoes, the “Springfit” 
Arch is put on with a decided spring 
and then permanently fastened to the 
innersole. This method acts the same 
as an arch on a bridge, and cannot 
possibly break down under any normal 
wear. 


Holds Party 


SAVANNAH, GA.—Officials and em- 
ployees of the Savannah plant of the 
United Shank and Findings Company 
were guests of Wallace W. Stoddard, 
manager of the plant, and Mrs. Stod- 
dard at a party held on the grounds 
of the plant on Friday evening, Dec. 23. 
All employees of the plant and their 
families were present for the occasion, 
which it is expected will become an 
annual affair. 


Pictures of Shoemaking 


SatemM, Mass.—Almy, Bigelow & 
Washburn set up in “the gift street” 
of their store a special display of soft 
sole shoes from Mrs. Day’s Ideal Baby 
Shoe Co. of neighboring Danvers, and 
in the centre of the display a moving 
picture of the methods of making the 
shoes in the factory, and the youngsters 
crowded around the display, and watch- 
ed the pictures with great intentness. 


Changes Store Name 


SEATTLE, WASH.—Blaine W. Burnett, 
following his purchase of Turrell’s Uni- 
versity Store, is advertising this location 
as Burnett’s Shoe Company. He has 
become a member of the University mer- 
chants and it is predicted will become 
one of the most popular shoe dealers in 
this city. . 


Langer Lippman Moves 


Boston—Langer Lippman Company, 
the very active shoe job house of Bos- 
ton, have recently removed their estab- 
lishment from a location on Essex 
Street to 44-46 South Street. The new 
quarters occupy six stories with two 
in the adjoining building. This firm 
specializes in women’s medium and low- 
priced jobs. 


Shoe Finder Incorporates 


BRIDGEPORT, CONN.—The Hillman 
Bros. Co., 303 State Street, dealers in 
leather and shoe findings, has filed in- 
corporation papers, listing authorized 
capital of $50,000, of which $1,000 is 
paid in. Incorporators are Mendel, 
Benjamin and Abraham Hillman, all 
of Bridgeport. 


Al Meier Resigns 


St. Louris— Al Meier, secretary of 
Moulton-Bartley, Inc., St. Louis, has 
resigned his position effective February 
1st. Mr. Meier states that his plans 





for the future are indefinite. 
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oA g ain the season's smartest 
styles In Stock 


WINGATE c 
Open punched and unlined 

oxford. 

No. 6737-R—Genuine Corosan 
Pig, Brown Perlustre Lacing, 
170 Last, 
Heel 

No. 2737-R — Genuine Black 
Pig, Black Perlustre Lacing, 
oll Last, 


17/8 Boulevard 
$3.15 


17/8 Boulevard 
3.15 


BRAND NEW and 
attractive in price, 
these GENUINE PIG 
numbers, punched open and 
hand laced, will stimulate 
your early spring business. 














5% 30 days 
An additional charge of 15 cents per pair 
will be made on orders less than four 
pairs to a style. 


Me \WFPUM MNES P7 mp 


HARRIET 
A wonderful Regent Pump, 
built over strictly pump lasts 
and fully graded patterns. 


No. 1311-R — White Kid, 
White Kid Lining, 195 Last, 
19/8 Heel $3.00 
No. 2311-R—Black Satin Kid, 
Grey Kid Lining, 195 Last, 
19/8 Heel 3.00 
No. 4311-R — Indies Brown 
Kid, Fawn Kid Lining, 195 
Last, 19/8 Heel 3 


THE ARISTOCRAT 
OF ALL PUMPS 


Built Seamless with reinforced “Drop Top” no Binding. Hand 
Scratched Bottom and with the beautiful Pointex Heel, another 
exclusive patented Brauer feature. 


FOLLIES PUMP 
No. 6313-R—Corosan Kid, Lido Kid Lining, 
195 Last, 19/8 Heel $3.2. 


No. 3313-R—Admiralty Blue Kid, Grey Kid 
Lining, 195 Last, 19/8 Heel 3.25 


No. 2313-R—Black Satin Kid, Grisette Kid 
Lining, 195 Last, 19/8 Heel 3.2 


No. 2213-R—Black Patent Leather, Pink Kid 
Lining, 195 Last, 19/8 Heel 3.00 


No. 4313-R—Indies Brown Kid, Fawn Kid 
Lining, 195 Last, 19/8 Heel 3 


No. 1313-R—White Kid, Pink Kid Lining, 195 
Last, 19/8 Heel 3.25 


BRAUER BROS. SHOE ©. A/a 


ATWOOD 


hed and Sana 





} : Open p 

= pump. 

No. 6728-R—Genuine Corosan 

Pig, Brown Perlustre Lacing, 

195 Last, 19/8 Continental 
$3.15 


No. 2728-R — Genuine Black 
Pig, Black Perlustre Lacing, 
195 Last, 19/8 Continental “ 


PANOLA 


There is a demand for a 
nice dress oxford now. 


No. 3335-R — Admiralty Blue 
Kid, White Kid Piping, White 
Stitching on Lace-stay, 170 
Last, 17/8 Boulevard Heel ...$3.25 


No. 2335-R—Black Kid, Black 
Snake Lace-stay, Silver Per- 
lustre Piping, 170 Last, 17/8 
Boulevard Heel 3.25 


All shoes made in Heart of St. Louis 
by Union Labor. 


St. Louis, Mo. 
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WHERE TO BUY 
Shoe Trees 


PRICE 
PROTECTED 


SIMPLEX SHOE 
TREE CORPORATION 
raybar Bidg., New York 


WHERE TO BUY 


Shoe Accessories 








Felt or ag ~~ But- 
tons, lea’ Lee nee plain 
felt heel —*-. 3-ply leather 
heel seats, grippers, pinch pads, 
findings, chiropodist Prelts, ote. 
CARLTON SHOE FINDINGS MFG. CO. 
321 West Monree Street Chicage, 11. 











WHERE TO BUY 
Dancing Shoes and Taps 





TAP DANCING 
THEO SLIPPER 
Steck Ne. 1210 
Patent Leather 
For Growing @irts 
D Widths—Sizes 8 te 7 
Price $1.25 


iG SHOE CO. nC 
Duane St, New York 











Sheppard and Myers Reorganize 


Yorx, Pa.—A reorganization of the 
Sheppard and Myers Interests in Han- 
over, Pa., near here, owners of the 
Hanover Shoe Company, to divide the 
varied activities of the organization, 
was effected recently with the State 
granting three charters to separate 
corporations. The new corporations are 
Hanover Shoe Manufacturing Company, 
$50,000 capital stock, to manufacture 
and deal in shoes and kindred prod- 
ucts; Sheppard and Myers Estates, 
Inc., $50,000 capital stock, as a holding 
and investing company, dealing in 
either real or personal property; and 
Sheppard & Myers Realty Company, 
Inc., $50,000 capital stock, to buy, sell, 
lease, improve or mortgage real estate. 

C. N. Myers, Hanover, is treasurer 
of the three companies. 











>» TRADE DOINGS ¢q 








Brown’s Sales Meeting 


St. Lovis—The Brown Shoe Com- 
pany held their semi-annual Sales Meet- 
ing on Dec. 19. All of the men were 
in, and the program consisted of two 
sessions all day Monday and Tuesday, 
the 19th and 20th, at Hotel Statler, 
where the men were told about the ad- 
vertising and sales plans for the com- 
ing season. The merchandise men dem- 
onstrated to the salesmen, who were 
separated into small groups, the merits 
and new points of the various lines. 
The annual banquet was omitted this 
year, in order that night sessions on 
Monday and Tuesday nights could be 
held so that the men would be able to 
return to their homes for Christmas. 

Salesmen of the company were unani- 
mously optimistic, predicting a better 
Spring season than prevailed last year. 
Production of the company will be ad- 
vanced early in January to meet Spring 
demands. 

T. F. James, vice-president in charge 
of sales, presided at the two-day ses- 
sion. In his introductory talk he said 
that prices now are entirely too low 
and that no real recovery can be ex- 
pected until the farmers get more for 
their raw products. Predicting a slow 
rebuilding process, with final complete 
recovery, he said: “I do not want to 
see another 1929.” 


Cooperates on 
“Share-the-Work” Plan 


Boston — United Shoe Machinery 
Corporation, Beverly, Mass., is a con- 
spicuous addition to the list of New 
England firms which have successfully 
introduced work-sharing plans into 
their plants, E. N. Wrightington, Mas- 
sachusetts Chairman of the Share-the- 
Work Movement, announced here today. 

The United Shoe Machinery Corpora- 
tion, which employs several thousand 
persons, has developed Share-the-Work 
plans for both office and factory work- 
ers, and has overcome two of the diffi- 
culties most frequently held up as ob- 
stacles to the introduction of plans for 
spreading work, the announcement 
stated. 

The necessity of maintaining prompt 
deliveries, particularly of made-to-order 
specialties and special parts, often con- 
sidered an obstacle to work-sharing, has 
been met by the United Shoe Machinery 
Corporation by operating practically all 
departments on a full 44-hour week, 
but using a system of lay-offs so or- 
ganized that no employee works more 
than 32 hours a week. 


Stacy-Adams in New Home 
BROCKTON — Stacy-Adams Company 
last week in moving to its new home, 
the former Bion Reynolds factory on 
Warren Street, which completely ren- 
ovated represents one of the finest and 
most modern factories in the East, also 
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launched its new line of custom grade 
men’s shoes, which has brought forth 
the highest of compliments from lead- 
ing buyers throughout the country. 

This well known Brockton firm, for 
many years among the foremost of cus- 
tom makers nationally, has made ex- 
ceptional progress the past year against 
odds much greater than the average 
manufacturer, in view of its entire pro- 
duction being confined to a top grade 
line. The trend toward quality on the 
part of the consumer, may be observed 
in the workroom of this high grade 
plant where scores of racks of custom 
made shoes are being handled daily 
and advance orders indicate a real in- 
crease in grading up on the part of 
the retailer in 1933. 


Takes on Firestone Line 


New OrLEANS—C. T. Patterson Co., 
Inc., with office and warehouses at 800 
South Peters Street, have taken on the 
Firestone Footwear Company line. 
Alexander G. Door, is now introducing 
this well-known line of rubber footwear 
in Louisiana, Mississippi, and part of 
Alabama. 

E. V. Sbisa for many years a sales 
promotion manager for the C. T. Pat- 
terson Company, Inc., is in charge of 
the footwear department. 

Both Mr. Sbisa and Mr. Dorr need no 
introduction to the trade and are well 
known by every shoe dealer here, both 
in the wholesale and retail business in 
this city. 

Mr. Dorr has been traveling the ter- 
ritory he now covers for a good many 
years and has a big clientele of cus- 
tomers not only in New Orleans but 
also in Louisiana, Mississippi and 
Alabama. 


Opens Boston Office 


Boston, Mass.—A Boston office at 
183 Essex Street, room 510, has been 
opened for the purpose of displaying 
the complete lines of the Hagerstown 
Shoe & Legging Company and also 
those of the Huffine & Clarke, Inc. 

The former line, with its Welts, Mc- 
Kays and Stitchdowns at popular 
prices, is said to be one of the most 
profitable lines that a retailer can 
handle today ‘in volume. The Huffine & 
Clarke line, makers of Juvenile Welts 
and Turns, has already established it- 
self as one of the few houses, that has 
maintained quality in the better grades 
of shoes at reasonable prices. 


Facilitates Delivery Service 


LYNCHBURG, VA.— The reorganiza- 
tion plans of the Craddock-Terry Com- 
pany include in-stock departments on 
Natural Bridge, Bob Smart and the 
Billiken lines. to service their Eastern 
accounts. In St. Louis there is a com- 
plete in-stock department on Natural 
Bridge and Billiken shoes; while out of 
Milwaukee, which by the way is the 
home of the Bob Smart Shoe, there is 
an efficient in-stock department. 
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)’ WHEN YOU 
WY 


COME TO 


you're in the center 


ern, airy rooms. 


Ask for 
SPECIAL 
FLAT RATE 
for SHOE MEN 


HOTEL 


.--stay at The TAFT 


At Times Square's largest hotel, 


A strategic location for business 
and sightseeing. Unexcelled con- 
venience and comfort. 2000 mod- 


ALFRED LEWIS, Manager 


Tune in on George Hall's Taft 
Orchestra, Columbia Network 


wlAFT 


wi NEW YORK 


of everything. 


“MANCHESTER” 


(Trade Mark Reg. U. 8S. Pat. Off.) 


Curved Jaw Nipper 


- only Nipper, just the right shape to cut out tacks on inside 
f shoe. Curved jaw 

tool steel, nickel plated. Specify Genuine Curved Jaw 

“Manchester” when orderi ng. 


F. W. WHITCHER CO., Boston, Mass.—Chicago, Ill. 


WHITCHER 


enables cutting close to insole. Made of 


PRICE $4.00 
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BING & BING MANAGEMENT 
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Takes Over Dingley-Foss 


SKOWHEGAN, Mre.—A change of un- 
usual importance to the shoe trade in 
general occurred a few weeks ago 
when the Somerset Shoe Co. of Skow- 
hegan, Me., took over the Dingley-Foss 
shoe plant at Auburn, Me. This huge 
plant, capable of making 350 to 400 
cases of shoes a day, is already in op- 
eration, making women’s sport and arch 
type footwear, and also a line of grow- 
ing girls’ and misses’ McKays for the 
volume trade, as well as the lines 
Dingley-Foss were noted for. 

This move is another step forward in 
the career of Thomas F. O’Byrne, gen- 
eral manager of the Bell Bros.’ fac- 
tories, whose managing ability has made 
him one of the outstanding leaders of 
the industry. Shoe workers of Au- 
burn, Me., are delighted that the Ding- 
ley-Foss factory is to continue oper- 
ation under the guidance of Mr. 
O’Byrne. 


Bresnahan Gets Patents 


Boston, Mass.—William H. Bresna- 
han, of the Compo Shoe Machinery 
Corp., formerly of the Bresnahan Shoe 
Co., has secured patents on methods 
for affixing soles to shoes, and has as- 
signed his patents to the Compo Shoe 
Machinery Corp. Seven claims were 
allowed by the patent examiners. 





Buys Golden Rule Plant 


LyNN, Mass.—Samuel Weiner, of the 
Unity Shoe Co., of Boston, has bought 
the Daly Golden Rule factory from the 
receiver, Edward S. Underwood, of 
Lynn. Mr. Weiner plans to make in 
the Lynn factory a line of women’s 
shoes to retail at $3 a pair, starting 
with a production of 2000 pairs daily. 





OBITUARY 





Charles Piper 


Charles Piper, for many years an ac- 
tive shoe traveler in the West, died 
suddenly on December 5 at his home in 
Burlingame, California. Mr. Piper re- 
tired from business some time ago. 


J. N. Schwander 


BALTimorE, Mp.—J. N. Schwander 
died Jan. 3 after a short illness. He 
had been retired for a few years, but 
had previously patented a soft sole 
method and was closely associated with 
the Sultana Company of Cincinnati. 

Later he came to Baltimore and 
started the Schwander Shoe Manufac- 
turing Company with a new patent of 
the same idea but adapted to infants’ 
shoes. 





Arthur C. Kimball 


Arthur C. Kimball, who died at his 
summer home at Orlando, Fla. last 
week, after an attack of appendicitis, 
was born in Lynn, Jan, 6, 1878, was 
graduated from Harvard college, and 
shortly afterwards took over the man- 
agement of the shoe manufacturing 
plant at Manchester, N. H., that was 
established by his father, the late Nel- 
son W. Kimball. After a few years, he 
retired. He is survived by his mother, 
his wife, a daughter, and his brother, 
Fred N. Kimball. He was a Mason. 


Veteran Salesman Dies 


Thomas F. Byrnes, 85 years old, re- 
tired shoe salesman, died at his home in 
Emporia, Kansas, recently. He learned 
the shoe trade as apprentice in Ireland, 
and came to America when he was 
fourteen years old. He worked himself 
up from a clerk in a shoe store to a very 
active position with Thomas G. Plant 
Co. of Boston, in 1897. He retired from 
the road in 1916. He was one of the 
directors of the Citizen’s National Bank 
of Emporia, serving from 1900 until his 
death. 

He is survived by his widow, his 
daughter and six sons. One son, Wil- 
liam P. Byrnes, who is at present con- 
nected with the Queen Quality division 
of the International Shoe Company. 
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Women’s Shoes 
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PUMPS 


molded to the last. 
United Cement 


Process. 
920 Black kid 933 White kid 
930 Blue kid 934 Patent leather 
931 Gray kid 935 Black moire 
932 Beige kid 936 White moire 
AAA *, Sizes 3 te 9 


SON'S 











AVERHILL, MASS. 
666066064 4660006 
“The Correct Dodge <7 for All Occasions” 







GENUINE HAND 


TURNS 


BORE OB .civeveccrmneciens 2% te 8 xs ai e 
ay 3 Re 3 he 


“ONE eo oD TURN seis. ASNOTHER” 
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The Ball Bearing Heel in 


Clara Boor Shoe 


Takes Away 25,000 
Shocks Per Day 


These Special 
Features 
Enable You To 
Get More 
Mark Up 


SHAFT-PIERCE SHOE CO. 


FARIBAULT, MINN. 















Dickerson Has Annual Meeting 


CoLumsus, OHIO—A number of 
changes were made in the officers of 
the Walker T. Dickerson Shoe Co. op- 
erating a factory in Columbus at the 
annual stockholders’ meeting. Walker 
T. Dickerson was reelected president 
of the company. In the place of Louis 
F. Rinehart, resigned recently because 
of ill health, R. M. Vosburgh, formerly 
controller, was elected treasurer in ad- 
dition to controller, and Charles G. 
Shriner, formerly a director, was 
named secretary. Mr. Shriner will also 
































































be advertising manager. Mr. Rinehart 
was formerly secretary-treasurer of the 
company. Alva Brown, formerly pro- 
duction manager of the Logan (Ohio) 
plant of the Cincinnati Shoe Co., was 
recently made production manager of 
the Dickerson company. 

President Dickerson declared that the 
year 1932 was generally satisfactory 





WALTER T. DICKERSON 


with all depreciation taken on stocks. 
Orders received since Nov. 1 until the 
end of the year for the spring season 
were 40 per cent greater than those of 
the corresponding period in 1931. The 
factory is now being operated at 60 
per cent of capacity and within a short 
time a full schedule is expected which 
will mean a daily production of 1,000 
pairs. 

Mr. Dickerson recently returned from 
a month’s business trip to the Pacific 
Coast, stopping at San Francisco, Los 
Angeles, Denver and Salt Lake City. 





New Conn. Corporations 


TORRINGTON, CONN.—Three corpora- 
tions have been formed here to conduct 
the Bufferd retail shoe enterprises in 
the city, including Bufferd’s Shoe Shop, 
58 Main Street, and The Bootery, 44 
Main Street. Two of the new corpo- 
rations take the names of the respec- 
tive stores, while the third, The Buf- 
ferd Corp., is formed to conduct the 
real estate end of the business. 

Samuel H. and Celia Bufferd and 
Henry Bresky are incorporators in all 
three cases. Each concern has author- 
ized capital of $50,000. Paid-in capital 
of Bufferd’s Shop Shop, Inc., is $15,- 
000, and of The Bootery, Inc., $10,000. 





Neubrand Shoe Co. Starts 


BEREA, OH1I0—Papers have been filed 
with the Secretary of State chartering 
the Neubrand Shoe Co., with a capital 
of $15,000, to operate a retail shoe 
store here. Incorporators are Percy 
Neubrand, Fred G. Schuerlein and Ver- 
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A “P.S.” on Every Sales Slip 


[CONTINUED FROM PAGE 38] 


Dumb bell that I was, I forgot it my- 
self, but you can’t find fault with a 
customer. The salesperson is supposed 
to be alert to these things. 

“That illustrates the most usual 








nice Neubrand. 


method of approaching the extra sale. 
The ‘companionate item’ way. 

“Another very good sales builder is 
the ‘News Items’ idea. Everyone, and 
especially women, is interested in 
things that are new. Too much urge, 
however, is liable to defeat your good 
intentions. Maybe I can best explain 
this with an illustration from actual 
life. 

“A few years ago we received an 
item that was the first of its kind on 
the market. In fact, we had only a 
sample from a local jobber. We showed 
it to everyone that came into the store, 
something new, something novel, and 
we asked their opinion. No one bought 
it. But a few days later a lady called 
on the phone. Said that a friend of 
hers had told her about this item and 
could she get seven of them that day. 
Never asked the price until after we as- 
sured her that we could make the de- 
livery. She gave us the order. A 
$24.50 P.S. made to a customer who had 
never been in the store and had never 
seen the item, but a friend of hers (yes, 
a friend of ours) couldn’t refrain from 
telling her about something New that 
SHE had seen. 

“For fear some one may ask whether 
this is only a story or whether it ac- 
tually happened, I hasten to say ‘Yes, 
I vas there, Charlie.’ 

“Another method is, ‘Taking an in- 
terest in your customers’ troubles.’ 
No one can work in a shoe store very 
long before they realize that people 
have troubles, ‘and HOW.’ Shoes that 
are not comfortable, Hose that runs, 
Holes in the toes, Children’s wet feet 
and a host of other things. 

“Do not leave it to your clerks to de- 
cide what to do and how to do it. Make 
salesmen or saleswomen out of them by 
proper training. Teach them what to 
say. Experience may teach them 
eventually but ‘she’ is still a very ex- 
pensive teacher. 

“A Special Sale item that is suggested 
in a way that will make the customer 
feel that you are trying to SAVE her 
some money, rather than that you are 
trying to SELL her something, is an- 
other very effective way of making a 
‘*P.S.’ ” 

- Banish from your vocabulary: 


“Will there be anything else”? 
“May I show you some hosiery”? 
“Ts there anything else today”? 
“Do you need any rubbers”? 


The answer to all such queries is NO! 





gw 
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> ON THE SELLING END < 


News of the Travelers and Sales Activities 








Dyer & Hall Men Out 


The following salesmen are on their 
territories for Dyer & Hall, Inc., Au- 
burn, Maine: Walter Baumoel, Dela- 
ware, Maryland, Virginia, West Vir- 
ginia, Washington, D. C.; R. B. Boke- 
meier, Wisconsin, Southern Illinois; 
W. E. Brouthers, North Carolina, South 
Carolina, Florida, Georgia, Eastern 
Tennessee; L. A. Dyer, Maine, New 
Hampshire, Vermont; C. W. Emrich, 
Missouri, Kansas, Oklahoma; H. L. 
Gates, Michigan, part of Ohio; R. A. 
Gillett, Massachusetts, Connecticut, 
Rhode Island, Northern New York; 
Katz, Bennett Shoe Co., Texas.; W. J. 
Keeffe, Pennsylvania; Lawrence Lewis, 
California; H. <A. Luff, Montana, 
Idaho, Washington, Oregon, Utah, 
Colorado, Wyoming; J. A. Marks, Ar- 
kansas, Mississippi, Louisiana, Ala- 
bama, Western Tennessee, part of 
Kentucky; A. C. Pett, North Dakota, 
South Dakota, Minnesota, Iowa, Ne- 
braska; M. W. Scheiffele, Indiana, 
Chicago, Illinois; R. E. Smith, South- 
ern Ohio, part of Kentucky; William 
Anderson, New York City, New Jersey. 

The above, with the exception of 
W. E. Brouthers, carry the Cinderella 
line. W. B. Carhart represents this 
line in Virginia, North Carolina, South 
Carolina, Georgia, Florida, Alabama 
and Eastern Tennessee. 


Nelson Transferred 


Transfer of Eric V. Nelson from the 
New York office of Vulcan Corporation 
to Vulcan’s Effingham, IIl., plant, 
where he will serve the wood heel divi- 
sion in a sales capacity, was announced 





Eric V. Nelson, who 

is now selling wood 

heels for the Vulcan 

Corp. He will operate 

from the Effingham, 
Ill., plant 





at the general offices of the corpora- 
tion in Portsmouth this week. Mr. 
Nelsen has been associated with Vulcan 
for several years, the last 12 months 
of which have been spent in sales and 
style development work from the Vul- 
can style studio in the Marbridge 
Building, New York City. 

Mr. Nelson has been identified with 
the wood heel industry most of his life 
and is particularly well qualified for 
his new work in the St. Louis area. 





Before going to New York he had pre- 


viously been associated with the Ports- 
mouth, Ohio, and Johnson City, N. Y., 
plants of the Vulcan organization. 





Whitman in New Territory 


Frank C. Whitman, popular repre- 
sentative of the W. L. Douglas Co. in 
Massachusetts, Rhode Island and Con- 
necticut for the past 10 years, starts 


Frank C. Whitman 

now selling the Doug- 

las line in the Mid- 

dle Atlantic States 

after being in New 

England for the past 
10 years 





out with his new spring line of Douglas 
patterns this week, in New Jersey, 
southeastern Pennsylvania, Delaware, 
Maryland and Washington, with the 
best wishes of his many friends in the 
buying fraternity on his old territory. 

Whitman may be regarded as the un- 
usual type of road representative in 
that he is especially gifted among re- 
tailing and merchandising lines and as 
many of his accounts can testify, is an 
ideal man on the floor to instill that 
team work that invariably peps the 
sales force up, when the boys are in- 
clined to lag. He will be missed by 
many of his old accounts, who predict 
real success in his new territory for 
him. : 


A. P. Jones Visits |. S. T. Club 


A. P. Jones, traveling representative 
for the Racine Shoe Manufacturing 
Company, stopped in Indianapolis long 
enough to visit the Indiana Shoe Trav- 
elers’ club rooms in the Claypool Hotel. 
Frank Brown, president of the Indi- 
ana Shoe Travelers’ Association, spent 
last week in St. Louis, on business. 

Joe Warrender, pioneer shoe sales- 
man, and widely known throughout the 
Middle West, is confined to his home 
with influenza. Last reports say he is 
gradually improving. 

Charles I. Slipher, member of the 
Indiana organization, has gone to Los 
Angeles, Cal., for the winter. 





Levine Joins Hoyt 


Julius L. Levine of New York City 
will represent the F. M. Hoyt Shoe 
Corp., makers of famous “Beacon” shoes 
for men, to contact volume trade in the 
East and Middle West. Mr. Levine has 
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covered a great deal of this trade for 
a great many years, having started 
with Poole & Johnston, Inc., in 1921. 
Later, with Alden Walker & Wilde, Inc., 
and Knipe Bros. Shoe Co. He is very 
enthusiastic about the shoes as well as 
the famous Murphy line of riding boots 
for men and women. He will start his 
sales work immediately after Christ- 
mas, when the line will be shown at Ho- 
tel Imperial, New York City. 





Marrison Takes on Bob Smarts 


W. M. Marrison is to represent the 
Bob Smart. Shoe Co. in Alabama. Mr. 
Marrison has been associated with the 
Craddock-Terry Company selling Nat- 
ural Bridge and Billiken shoes and has 
now added to these two lines Bob Smart 
shoes, giving him three outstanding 
specialty lines. 

He has been very successful with 
the Craddock-Terry Company and ex- 
pects some very satisfactory results on 
Bob Smart shoes, as he has always ad- 
mired the line and knows that his trade 
bs be very happy to buy them from 

im. 


—- 


Frank Higgins Busy 


Frank Higgins, who sells shoes for 
the Bell factories in Maine, returned 
to the Boston office, completing a trip 
to California, and making mention of 
some unusual streaks of weather both 
along the Pacific Coast and through 
the South, and the weather always has 
something to do with the sale of shoes. 
A number of changes have been made 
in the Bell factories, and they will 
start the new year at a new high ca- 
pacity. After a short trip among East- 
tern cities, Mr. Higgins will attend the 
Chicago Style Show. 


Sam Price with Paramount 


Sam Price, who for the past 15 years 
has been selling house slippers and 
sandals to the volume trade, has been 
appointed in charge of sales by the 
Paramount Slipper Company of Jersey 
City, N. J. 

Mr. Price will continue his héad- 
quarters and sample room at 503 Se- 
curity Building, 189 West Madison 
Street, Chicago, and will display a com- 
plete line of slippers and sandals at the 
coming Shoe Style Show in Chicago. 





Cincinnatians Elect Officers 


At a recent meeting of the Cincin- 
nati Association of the National Shoe 
Travelers Association the following offi- 
cers were elected for the coming year, 
1933: 

President, B. S. McDonald; vice- 
president, A. Klinkicht, and secretary- 
treasurer, Frank J. Weber. 


Joins Unity Staff 

John Duffy, who was sales manager 
for Daly’s Golden Rule factory, Lynn, 
has joined the staff of the Unity Shoe 
Co. of Boston, and will represent that 
firm in familiar territory. 
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Appointed Eastern Sales 
Representative 

Nathan J. Levy, associated with the 
Irving Drew Company of Portsmouth, 
Ohio, for the past 10 years as assistant 
to B. K. Farnham, Eastern sales repre- 
sentative, has just been appointed as 


NATHAN J. LEVY 


Eastern sales representative in charge 
of the New York office in the Marbridge 
Building. Under Mr. Levy’s super- 
vision are Sam Alderman, covering 
Brooklyn and Long Island; Jack C. 
Friedauer, covering New Jersey and 
up-state New York; and Al Mayer, who 
will cover Philadelphia. 

In 1907 Mr. Levy started his shoe 
career as stock boy for Milton J. Meyer 
and Company of Reade Street, New 
York. He then received an offer to 
join B. N. Lefkowitz, retailers, of De- 
lancey Street, and remained with that 
firm for several years as assistant buy- 
er of shoes. 

Later he went with Concord Shoe 
Company of 116 Duane Street as as- 
sistant buyer, and was rapidly pro- 
moted to position of sales manager for 
that firm. 

In 1920, Mr. Levy became associated 
with the Irving Drew Company and has 
had an entirely successful career with 
that company due to hard work, courage 
and faith in the line. Mr. Levy will 
supervise sales in New York, New 
Jersey, eastern Pennsylvania, Delaware 
and New York State. He has received 
many congratulations throughout the 
shoe trade from his many friends and 
acquaintances. 


lowa Travelers to Meet 

The Iowa National Shoe Travelers 
Association will hold its first meeting 
in 1933 on Saturday, Jan. 21. There 
will be a one o’clock luncheon at Hotel 
Fort Des Moines, to learn of the report 
of the delegates who attended the Na- 
tional Convention. 

Also at this meeting the newly elected 
president, Carl P. Ortlund, will ap- 
point the following committees: au- 





diting, constitution and by-laws, em- 
ployment, membership, publicity, hotels, 
life insurance and railroads. 


R. A. T. S. Elect 


The annual meeting of the Rochester 
Association of Traveling Shoe Sales- 
men was held at the Elks Club and the 
following were elected to office. Presi- 
dent, Edwin Kalb; Vice-President, Ray- 
mond Statt, and Clarke B. Rowley as 
Secretary-Treasurer. 

The Rochester Association looks for 
an increased membership during 1933, 
and has appointed a committee to solicit 
members from all branches of the in- 
dustry, leather salesmen, findings sales- 
men, last men and all other allied 
branches of the craft. 


Sachs With Universal 


Nathan Sachs, of Baltimore, Md., has 
joined the selling organization of the 
Universal Shoe Manufacturing division 
of Craddock-Terry Co., Lynchburg, Va., 
and will represent them in Philadel- 
phia, Baltimore, Washington, Eastern 
Pennsylvania, New York State, Rhode 
Island, Connecticut and part of Massa- 
chusetts. 

Mr. Sachs is well equipped to do a 


NATHAN SACHS 


fine job with Universal, as he was buyer 
for the Leader in Baltimore, then re- 
signed to open a retail shoe store. 
Later he sold this out and went in the 
jobbing business in Baltimore. In 1917 
he went on the road for Wise, Shaw and 
Feder, Cincinnati. 
sented the Red Cross line, and since 
1930 has been on the road for Krippen- 
dorf-Dittman Co. 


New Sales Manager 

John J. McManus, who formerly 
manufactured leather in Peabody, and 
was more recently of Paschally & Mc- 
Manus, leather merchants of Milwau- 
kee, has returned east and has become 
sales manager for the Benz Kid Co. of 
Lynn. : 


Later he repre- | 
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WHERE TO BUY 


Shoe Dressings 





SCIENTIFIC 
QUALITY 
POLISHES 
DRESSINGS 


SOLD EXCLUSIVELY 
TO SHOE TRADE 
FOR DETAILS 


CAVALIER 
CORP. 











WHERE TO BUY 


Shoe Forms 


| Farry Jorms| 
FOR SHOES AND HOSIERY 
made from white, 
transparent or colored 


FAIR YLITE 
Shoe Form Co. Inc., Auburn,N.Y. 








Calahan Presides at 
Regional Meetings 

Presenting the complete new men’s, 
women’s and boys’ lines for 1933, T. J. 
Calahan, general sales manager of the 
W. L. Douglas Company. Brockton, 
recently returned to the factory follow- 
ing his session at New York City and 
later Chicago, with the Douglas repre- 
sentatives in each section, before their 
departure for their respective terri- 
tories. 

He addressed the Middle West, South- 
west and Pacific Coast representatives 
at Chicago December 18, 19 and 20 and 
the following week, met his Eastern 
and Southern representatives at New 
York City, where he again reviewed the 
company’s attractive and comprehensive 
merchandising plan for the salesmen to 
present. 

The new W. L. Douglas line comprises 
many unusual features and gives every 
promise of making many new friends 
in the new year. 


Carter Selling Beacon Shoes 

L. C. Carter who has represented 
J. W. Carter Co. of Nashville for the 
past five years, is now connected with 
the F. M. Hoyt Shoe Corp. He will 
cover Mississippi and Louisiana with 
his “Beacon” line, and will have his 
headquarters in Meridian, Miss. 
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SHOE LACES 


FOR RAPID SERVICE 


"4 








a a 


eee ie 


1 all | aeal 
' 


as @ oo OS FAB 


ee 


To give faster service on all shoe lace 
orders we now distribute to the trade 


through our selling agents, the United 


Shoe Machinery Corporation. 


We manufacture a complete line of 
glazed, soft-finished, rayon, and mercerized 
laces, and branch offices located in every 
important shoemaking center carry repre- 


sentative stocks. 


By communicating your lace needs to 
the nearest branch office your order is 
assured immediate attention. Special atten- 


tion is given to all emergency orders. 


SHOE LACE COMPANY 


(Successor to Joslin Manufacturing Co., Established 1865) 


LAWRENCE, MASS. 


SELLING AGENT 


UNITED SHOE MACHINERY CORP., BOSTON, MASS. 


When writing advertisers please mention Boot and Shoe Recorder 
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CLAWIFIED ann WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 
MEET. . «2 2 











SALESMAN WANTED 








WANTED 


Salesmen to handle a line of stitchdown shoes for the states West of the 
Mississippi River, also for Illinois and Michigan. Give references, etc. 
Address D 245, care Boot & Shoe Recorder 
239 West 39th Street, New York, N. Y. 














WANTED 


Salesmen to handle a line of 
men’s stitchdowns as a side line 
for all parts of the country. 
Twelve samples altogether. 
Strictly commission basis. Give 
references, etc. Address D-246, 
care Boot & Shoe Recorder, 
239 West 39th Street, New 
York, N. Y. 





LEATHER and NOVELTY 
HOUSE SLIPPERS 


Experienced salesmen who have 
established following, selling 
the volume accounts. We have 
several territories open. Ex- 
cellent opportunity to connect 
with a well established manu- 
facturer. Commission basis— 
bi-monthly settlement. Address 
D-251, care Boot & Shoe 
Recorder, 239 West 39th Street, 
New York, N. Y. 











ANTED: For each state and metropolitan 
center, shoe salesmen to carry as side line 
our new Liquid Heel Grip. An hour’s effort a 
day will pay expenses. 
and mail orders. 


Credit on all repeats 
State territory covered, line 
represented, and references in first letter. Gen- 
eral Shoe Appliances, 621 Morgan Bldg., Port- 
land, Ore. 





open for live repr 


ALESMEN WANTED: The Step Rite inter- 
mediate creeping and first walking shoes are 
tation in a ber of ter- 
ritories, and if you have a main line that allows 
a portion of your time to be devoted to a side 
line that is full of merit, and popularly er 
we want to hear from you. Line is short, 1 
commission. C. H. Hawkes & Son, ot Tg 








ANTED—Stitchdown manufacturer _ better 
pd we looking for salesman selling jobbers 

rger chains (Side line man preferred). 
yy ig D-232, care Boot and Shoe Recorder, 
239 West 39th "Street, New York, N. Y. 


ah yt te INFANTS’ SHOES 

N IN THE SOUTHERN TIER OF 
STATES. If you are traveling in any part of 
the so-called South, and have a main line that 
takes you into the high grade, a gressive ac- 
counts in your territory, you will interested 
in “Self-Starter” footwear. Short line, 10% 
commission. Shoes full of merit, that Re A 
the critical buyer. Unless you are uality 
man, and know the better stores, you a id not 
be interested. Write The Carpenter Shoe Co., 
Rochester, for further information. 





REPTILE Skins and Leather. Thoroughly 
experienced Salesman wanted by New York 
importer. State detailed experience. Address 
D-248, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





IN stock line men’s English shoes to retail 
for $5.00 and $6.00, and strong in stock line 
popular priced English’ riding boots. Only men 
with recognized trade wanted. State experi- 
ence, and territory. Address D-250, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


GS ALESMEN— Side line and regular—to carry 
smart line of bone shoe ornaments for retail 
trade. All territories open. Address D-254, 
care Boot Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





LINE WANTED 





TENNIS shoes wanted as sideline. Strong 
following. Best accounts. Arkansas, Loui- 
am. Address 727 Beauregard, Alexandria, 





WANTED: Position as _ traveling salesman 
with moderate priced line of either men’s, 
women’s or children’s shoes. Have successfully 
sold all three lines in entire Central & Western 
states from Ohio and Michigan to Nebraska and 
Kansas. Can furnish references as to character 
gee ability. For further particulars address: 

L. G. Ross, 8015 Euclid Ave., Cleveland, Ohio. 








Tae™: Agent’s place for a ladies’ line of 
shoes, medium priced. I have had a lot 4 
experience in a portion of N. C., Va. & 

with a men and hed ee of shoes. j. G. 
Grace, Weaversford, 





POPULAR Priced Shoe lines for Men and 
Women to sell in the Chicago district. Well- 
known, Long Experience. Max Stein, Room 
404, 189 W. Madison Street, Chicago, Ill. 





A MEDIUM priced line of Women’s shoes for 

the state o California. Have successfully 
sold shoes right in my home stafe during 1932. 
Can furnish the best of references. A. M. 
—. 741 N. Alexandria Street, Hollywood, 
alif. 





WHat have you to offer. Have been con- 
nected with International Shoe Co. for past 
eight years. I am at present open for a line 
of shoes with a live-wire concern to cover 
Western Fame. Best of references. 
Can offer a clientele of well-rated accounts. 
Address Nicholas Zentler, 6318 Forward Ave., 
Pittsburgh, Penna. 





WANTED TO PURCHASE 


Peere> in buying close out stocks of 

Scholl foot appliances. Address D-252, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 











CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 


word of the address should be counted. 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable’in advance. 


&@ Advertisements for this page must be in our New York office on Friday of the week preceding publication. ®& 


7 cents per word. 


Minimum charge 








When writing advertisers please mention Boot and Shoe Recorder 
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FOR SALE 


HOTELS 


HOTELS 








A MOST UNUSUAL 
OPPORTUNITY 


We offer for sale the entire equip- 

ment of a see store in a 

mid-western aa of 80,000 pula- 

tion. Location 100%—Store ront is 

new—single box shelfing (bolted). 

All chairs, stools and display cases 

are of mahogany. Entire store was 

modernized less than four years ago. 
X-ray machine, bookkeepi 
iters, Gevlag 

Will y_ units 

A perfect set- A, Write 

‘Address D 253, care Boot 

& Shoe Recorder, 239 "West 39th 
Street, New York, N. Y. 





YEARLY RENTALS 


1 @ large outside rooms 12x20 @ private bath with shower 
a @ serving paniry—refrigerator @ complete hotel service 


ofel BELVEDERE 


319 W. 487H. ST. 


TEL. PENN. 6-5900 








X-RAY 
SHOE FITTERS 


few late model X-ray Shoe 
fitting Machines for sale at at- 
tractive prices. Slightly used 
but as good as new in operation 
and appearance. rite for fur- 
ther descriptions and quotations, 
Address D 249, care Boot & Shoe 
Recorder, 367 Jj. Adams S&t., 
Chicago, IIL 

















BUSINESS OPPORTUNITY 





EXPERIENCED Merchandiser in _ shoes, 
clothing, men’s wear or gen. merchandise, 
capable of converting into cash or reorganizing 
on sound earning basis. Moderate fee for 
analysis necessary to secure best results. Ad- 
dress D-247, care Boot and Shoe Recorder, 239 
West 39th Street, New York, N. Y. 








POSITION WANTED 


RAVELING representative, 18 years’ experi- 
ence among Ohio retailers, well and favor- 
ably known, wishes popular-priced line of shoes 
for men, women, and children. Address: John 
as Williams, 86 Haldy Avenue, Columbus, 
io. 








MANUFACTURERS and Jobbers: If you 
are looking for a salesman to cover Western 
Pennsylvania, including Pittsburgh, with your 
line, communicate with: Joseph Harris, Secre- 
tary Pennsylvania Shoe Trav. Assn., Hotel 
Henry, Pittsburgh, Penna. 





HAYE traveled the Southwest for the past 
fifteen years with one line. Would like to 
make connection with a Factory Line of medium- 
priced Men’s or Women’s Shoes. Am especi- 
ally interested in Orthopedic Shoes. Address 
R. A. Hearne, P. O. Box 872, Fort Worth, Tex. 





MARRIED man, 29 yrs. old, 13 yrs. experi- 
ence wholesale shoe business. Packing, 
shipping, receiving, stock-keeping, order pick- 
ing, return goods crediting, floor and outside 

ling. References. Salary no object. The- 
odore Seidelman, 1174 West Farms Rd, Bronx, 
New York City. 





ATIENTION: Mr, Manufacturer are you in- 
terested in securing the services of a young 
man 33 years of age, who has sold shoes in 
Chicago, Iowa and Illinois 13 years for three 
concerns in that time, have a strong following 
among chain and department stores as well as 
small accounts. J. A. Lasky, 3433 W. 12 Place, 
Chicago, IIl. 








New Providence Store 


PROVIDENCE, R. I. — Benjamin H. 
Grant has started a retail shop, Herb- 
ert’s Shoes, at 183 Weybosset Street. 


HOTELS OF DISTINCTION 
: IN ST. LOUIS 


$300 
to 
$450 


Tuband 
Shower 





btels 


MAYFAIR 


EIGHTH 


LENNOX 


NINTH and WASHINGTON 


i> §$T. LOUIS 


In the very center of 
things. Just a step from 
theatre, shopping and busi- 
ness district. Admittedly 
offering more personal 
room comforts and refine- 
ments than any other 
hotels in Saint Louis. And 
any Saint Louisan will tell 
you that these new hotels 
are decidedly the places to 
dine in St. Louis. 


and SAINT CHARLES 


"Coffee Shop 


Club Meals Garage Service 


OPERATED BY HEISS HOTEL SYSTEM 








Owens Shoe Co. to Manufacture 
Women’s Shoes 


LYNN, MAss.—The Owens Shoe Com- 
pany’s advertisement in the December 
21st issue of the RECORDER fails to cor- 
rectly state that this Company has in- 
stalled Compo equipment with which 
they will manufacture their women’s 
Arch Corrective Shoes. In addition 
they will make a line of men’s slippers 
of Compo construction. Both the men’s 
shoes and the women’s shoes are pro- 
duced to retail for $2.00. 


-SUST WEST of BWAY | 


NEW YORK 
1000 ROOMS 


EACH WITH BATH AND SHOWER 


Circulating Ice Water... Radio... 
Large Closets...Full Length Mirrors 


OTHER UNUSUAL FEATURES 
SUN-RAY HEALTH LAMPS 
Roof Solarium... Air-Cooled Restauran: 


ROOMS $950 — $600 


IN THE HEART OF TIMES SQUARE 














WANTED TO PURCHASE 











HIGHEST CASH PRICES 
PAID 


for shoe stocks, slow sellers, ete. Short time 
lease taken over. Transactions confidential. 


Est. 1890 
MAX GLAUBERG 
327 Church St., Now . York City 
Phone: Canal 6 


2200 








We will pay the best price for 
your surplus or entire stocks of shoes, 
general merchandise or department 
steven. Leases openes, 


“a matters strictly confidential. 


I. SIMON CO. 


101 Reade St., New York City 
Phone Worth 2-5922 Est. 1880 











Buyers of Surplus Stocks 


We wilt buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 
590 Broadway New York 
Phone Canal 6-4298 and 4299 
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BOOTS AND SHOES 

Bass, G. H., & Co., Wilton, Me. ......... 54 
Blog Shoe Co., Inc., New York City ....... 56 
Bob Smart Shoe Co., Milwaukee, Wis....... $1 
Brauer Bros. Shoe Co., St. Louis, Mo....... 55 
Brown Shoe Co., St. Louis, Mo. .......... 6-7 
Chase, W. S., Sons, Haverhill, Mass. ...... 54 


Gppers Shoe Mfg. Co., Chippewa ek 
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Connolly Shoe Co., Stillwater, Minn. ...... 46 
Craddock-Terry Co., Lynchburg, Va...26-27-31 


Dodge, Bliss & Perry Co., Ine., Newbury- 
Pas IL 5b 0 0b.dns 006 esse eoesbbeetees 58 


Ebberts, John, Shoe Co., Buffalo, N. Y.... 52 





Foster, Wilbur K., Rowley, Mass. ......... 54 
Fr Thomp Shre Co., St. Paul, 
ES ah sesevivscet exit eveertonedeees 54 
Hannahson’s, Haverhill, Mass. ............ 58 
Jarman Shoe Co., Nashville, Tenn.......... 12 


Minor, P. W., & Son, Inc., Batavia, N. Y.. 


Mishawaka Rubber & Woolen Mfg. Co., 
ES SEMEL aénsosnececseeycéees cs 33 


Mrs. Day's Ideal Baby Shoe Co., Danvers, 
Mass. 64 


eee eee ee eee eee eee eee eee eee eee ee 


Musebeck Shoe Co., Danville, Ill. .......... 5 
Nettleton, A. E., Syracuse, N. Y........... 52 
Old Colony Shoe Co., Brockton, Mass....... 52 
Packard, M. A., Co., Brockton, Mass....... 52 
Pedigo-Lake Shoe Co., St. Louis, Mo....... 1 


Richards & Brennan Co., Randolph, Mass.. 52 
Roberts, Johnson & Rand, St. Louis, Mo... 37 


Selby Shoe Company, Portsmouth, O....... 25 
Shaft-Pierce Shoe Co., Faribault, Minn...... 58 
Smith, J. P., Shoe Co., Inc., Chicago, Ill... 52 
Stacy-Adams Co., Brockton, Mass......... 52 


United States Rubber Co., New York City.. 39 
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A BUYING GUIDE TO 
OUR ADVERTIVERY 


IN THIY 
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LEATHER AND OTHER MATERIALS 


Allied Kid Co., Boston, Mass. ............. 35 


Dungan Hood & Co. Inc., Phila., Pa..... 10 
Evans, John R., & Co., Camden, N. J... 40-41 
Goodyear Tire & Rubber Co., Akron, O..... 9 
Hubschman, E., & Sons, Phila., Pa...2nd Cover 
Kistler Leather Co., Boston, Mass.......... 29 
Levor, G., & Co., Inc., Gloversville, N. Y...2-3 
New Castle Leather Co., New York City.. 45 
Ohio Leather Co., Girard, O. ...... Back Cover 


Zapon Company, Stamford, Conn. ......... 47 


MACHINERY, LASTS, MFRS.’ SUPPLIES 
DRESSINGS, ETC. 


Cavalier Corp., Baltimore, Md. ............ 60 
United Last Co., Brockton, Mass....3rd Cover 
bi a Shoe Machinery jn, Boston, 


Vulean Corporation, Portsmouth, O., 
Front Cover 


SHOE ACCESSORIES 
ap Shoe Findings Mfg. Co., Chicago, 
56 


Scholl Mfg. Co., Chicago, Ill. ............. 43 
Shoe Lace Co., Lawrence, Mass. .......... 55 
Simplex Shoe Tree Corp., Chicago, IIl....53-56 


SHOE STORE EQUIPMENT 


Shee Form Co., Auburn, N. Y. ........... 60 
Whitcher, F. W., Co., Boston, Mass........ 57 
MISCELLANEOUS 
Glauberg, Max, New York City........... 63 
Hotel Belvedere, New York City........... 63 
Hotel Edison, New York City ............ 63 
Hotels Mayfair and Lennox, St. Louis, Mo.. 68 
Hotel Taft, New York City ............. 57 


Kirsch-Blacher Co., Inc., New York City... 68 


Simon, I., Co., New York City édteervesisds 63 


Making Shoe Selling Professional 
[CoNTINUED FROM PAGE 47] 


your customer share the full benefits of 
the splendid shoes that are being pro- 
duced at reasonable prices, but do not 
distribute these shoes at the expense of 
a@ proper mark-up. Your mark-up has 
always been too low, considering the 
professional service upon which a 
sound growing shoe business depends. 
Rather, learn to do your business bet- 
ter, more professionally. Do not get 
into the habit of merchandising shoes 
as handkerchiefs and potatoes are mer- 
chandised. Learn to increase your 
turnover, and by rendering professional 
service you can hold a good mark-up. 
In that lies salvation. In that there is 
growth, prosperity, and dependability. 

Don’t suffer the illusion that a mark- 
up ever loses customers, that you have 
to meet every sale price advertised in 
the papers. Bad service is what loses 
customers. Whenever a manufactur- 
er’s product interferes with such a 
legitimate mark-up indicated here, drop 
the line and secure merchandise that 
will produce the necessary net profit to 
your business. This I recommend for 
the good of the industry as a whole, 
for the good of the credit standing of 
the industry, for every retailer and 
manufacturer. 

Fifth—Of very great importance to 
your future standing in your commu- 
nity is your integrity. Do not deceive 
the public in quality. You are the pur- 
chasing agent for your community. It 
is your knowledge, your experience that 
the community must depend upon in 
your particular line. Give them the 
best the market affords, but don’t cheat 
them by exterior appearance, pretend- 
ing to sell shoes cheaper than the other 
fellow, because you can’t and you are 
only fooling yourself when you tty. 
Grade your stocks to the consumer to 
whom you are catering, but don’t fool 
him on these grades. 





Sales Tax Imminent 


BIRMINGHAM—A second special ses- 
sion of the Alabama Legislature is to 
convene at Montgomery beginning Jan. 
81 at the call of Gov. B. M. Miller, and 
it appears that a sales tax on retail 
merchants will be passed. 

The State is faced with schools clos- 
ing throughout the State, employees 
being unpaid and a $20,000,000 debt. 
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ITALI TY 


ealth shoes 


* WOMEN’S MEN’S CHILDREN’S BOYS’ 


AAAA to EEE AAA to G Widths and Sizes AtoE 
Sizes Qto 11 $5 Sizes 5 to 14 $5 For all ages Sizes 1 to 6 


Extreme Styles $6 A Few Styles $6 $2 to $4 $3.50 
5 Vitality Thrift Grade Shoes For Men and Women . . $4.00 


eset ne at ft sh 
Ante mene 
he 


Nationally Advertised in VOGUE + LADIES’ HOME JOURNAL VI TA, 
McCALL'S » GOOD HOUSEKEEPING » PHOTOPLAY CS, 6 


Me TALITY 


fol. 102, No. 20. Published every week by the Boot & Shoe Recorder Publish Company, Division of United Business Publishers, Inc., 239 W. 39th St.. New York, N. Y. 
5 red as second class matter Sept. 10, 1925, at the Post Office at New York, N. Y., under the act of March 3, 1879. Subscription price $3.00 per year. Printed in U. S. A. 
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SHOE MERCHANTS know 
from experience the annoyance and 
expense involved when wood heels 
are insecurely attached to shoes 
.. » Heels that are wrenched off or 
loosened cause great embarrassment 
to the wearer and often endanger 


her safety. 


¥ ¥ 


Heels attached by the GAC or Alpha 
Wood Heel Nailing Machines and 
then reinforced with screws securely 
fastened with the WMC Screw Insert- 
ing Machine will give greater security 
to your customer and will insure 
increased confidence in your 


merchandise. 





UNITED SHOE MACHINERY. CORPORATION 


BOSTON, MASSACHUSETTS 
When writing advertisers please mention Boot and Shoe Recorder ~~ 
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DAVIS CO. STATE ST CHICAGO, ILL. 


YEARS OF SERVICE 
to Unericas Leading Stores. 


NLY one quality could win the unswerving 

loyalty of America's leading stores for 
more than I8 years. That is the quality of lead- 
ership—in style, quality, value and salability. 


This unequalled record of Pied Piper Shoes fur- 
nishes a sound foundation on which to base 
your judgment in the selection of your juvenile 
line for Spring and for the seasons to follow. 





Write for catalog and details of the Pied 
Piper fully protected exclusive agefcy 
proposition. 


Niaiathon Shoe Co; 


WAUSAU, WISCONSIN 


; Manufacturers of Juvenile Footwear Exclusively Since 1914 


| Exclusive Patented Selling Features 





Efficient In-Stock Service 





Liberal Selling Help 


PIED PIDER 
WORLD'S GREATEST HEALTH SHOES FOR CHILDREN 


When writing: advertisers .please:mention Boot and. Shoe;.Recorder 








JOHN SHILLITO CO. CINCINNAT!, OHIO 
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UNITED SHOE EY CORPORATION 
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QUAKER CITY 


BLACK 


PA. CHOCOLATE BROWN 
Two of this trio of notable 
browns will be extensively used in 


spring footwear for women. 
CHESTNUT BROWN COLOR24—CHESTNUTBROWN TANGIER BROWN 
—is a light, spring brown, slightly 
red in cast. COLOR 26—CHOCO- 
LATE BROWN—sometimes called 
Indies Brown is a safe, staple brown 


useful in all seasons 


COLOR 20—TANGIER BROWN 


—is a very popular shade for men’s 


QUAKER CITY DIVISION 


519 West Huntingdon St., Philadelphia, Pa. 


When writing advertisers please mention Boot and Shoe Recorder 
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SEND FOR SWATCHES 3 y] 9 


ROBERT H. FOERDERER, INC. 


FRANKFORD PHILADELPHIA 





V4 et a MEDIUM: 


402 Ere 








VICI 


5O 5 BLUE 
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